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BROOKLYN MAN 
IS HELD BEST 


Los Angeles, Cal., July 28.—A def- 


‘| inition of advertising submitted by L 


Hausman, American Safety Razor 
Corp., Brooklyn, N. Y., won the con- 
test conducted by ADVERTISING AGE, 
Don Thomas, executive secretary, All- 
Year Club of Southern California, an- 
nounced. Mr. Thomas acted as chair- 
man of the jury in charge. 

Mr. Hausman’s definition is: 

The dissemination 
of information concerning an idea, 
service or product to impel action in 


accordance with the intent of the ad- 
vertiser.” 


The judges in the contest were un- 
able to reach a decision and it was 
necessary to adopt the point system. 
Each judge was asked to select his 
first, second and third choices of the 
half-dozen definitions favored. Five 
points were awarded for each first 
place; 3 for second and 1 for third. 
Under this system, Mr. Hausman’s 
definition won 22 points, compared 
with 13 for the next most popular. 


The point system was also found 
necessary in the contest conducted by 
the Women’s Advertising Club of 
Chicago. This contest created so 
much interest that it inspired ADveEr- 
TISING AGE to attempt the same thing 
on a somewhat extended scale. 
Though ADVERTISING AGE’s contest 
developed 300 definitions, from some 
of the best advertising brains of the 
country, the judges were far apart 
on the merits of the entries. Each 
judge selected what he regarded as 
the one best, and balloting proceeded 
from that point. It was handled by 
mail. 
Gets Six Votes 


The winning definition received 
two votes as first and four as second 
best. 

The correspondence between the 
judges developed some illuminating 
comment. Gilbert T. Hodges, of the 
New York Sun, and former president, 
Advertising Federation of America, 
wrote Mr. Thomas: 

“T recognize that in a contest we 
have to accept the definitions as pre- 
sented and we cannot re-write them. 
It does seem to me, however, that in 
adopting a definition for the profes- 
sion or for the dictionary we would 
be at liberty to take the best parts 
from several to make one perfect 
one.” 

Accordingly, Mr. Hodges submitted 
this composite: 

“Advertising: The printed, writ- 
ten, spoken or pictured representa- 
tion of a person, product, service or 
movement, openly sponsored by the 
advertiser and at his expense for the 
purpose of influencing sales, use, 
votes or endorsement.” 

Judges in the contest, besides 
Messrs. Thomas and Hodges, were 
Lee H. Bristol, vice-president, Bris- 
tol-Myers Co., New York, and presi- 
dent, Association of National Adver- 
tisers; Paul T. Cherington, New 
York marketing consultant and 
president, American Marketing So- 
ciety; George W. Kleiser, president, 
Foster and Kleiser Co., San Fran- 
cisco, and president, Outdoor Adver- 
tising Association of America; Harry 
Shaw, Station WMT, Waterloo, Ia., 
and president, National Association 
of Broadcasters; and Harry Chand- 
ler, publisher, Los Angeles Times, 
and retiring president, American 


Copy Cups. 


Newspaper Publishers Association. 


New Policy Dis Discussed by 
Eastern Publishers 
and Agencies 


New York, July 28.—Intense inter- 
est. was created here by the new rate 
policy of the Chicago Tribune. 
Though more than a score of leading 
magazines have reduced rates re- 
cently, the Tribune is the first metro- 
politan newspaper to make a volun- 
tary rate change. 

The majority of newspapers ex- 
pressed the conviction that the his- 
tory of the Tribune reduction would 
be that which they say has followed 
other capitulations to sentiment of 
advertisers. 

“I have watched rates rise and fall 
for fifty years,” said one veteran of 
the newspaper field. “In all of that 
time, I have not seen a single cut 
which resulted in more generous 
use of space by advertisers. 

“The universal tendency is for the 
advertiser to continue about as he 
has in the past, pocketing the differ- 
ence. In all the discussions about 
rates, I have not heard any assur- 
ance that advertisers would stick to 
their appropriations—spend the same 
amount of money and get more space. 


Hard to Sell 


“The advertising manager gets his 
job on the strength of being an ex- 
pert in making advertising yield re- 
sults. Today, he is likely to be dom- 
inated by non-experts, such as higher 
officers and directors. Even if he 
thinks the additional space would 
spell the difference between a good 
and bad year, he would have terrific 
difficulty in selling this conclusion to 
boards of directors.” 

An equally experienced space buyer 
of a big agency took a more optimis- 
tic view. 

“T not only admire the courage of 
the Tribune.” he commented, “but I 
believe it will get results. 

“Something has been needed to 
break the advertising jam and this, 


MAKES BOLD MOVE 


Col. 


R. R. McCormick 


coupled with magazine reductions, 
may be it. Every agency man has 
viewed with alarm the declining vol- 
ume of advertising, which repre- 
sented considerably more than poor 
business conditions. It meant that 
many advertisers have lost faith in 
advertising. 


“At the peak of the boom, adver- 
tising was apotheosized. In the opin- 
ion of many advertisers, it could do 
anything. These men were inclined 
to discharge their sales departments 
and spend the money for advertising. 


“The same men in many cases 
have completely lost faith in adver- 
tising. Though it has not had much 
of a chance to do its work, they are 
as pessimistic now as they were over- 
confident formerly. 

“Unless something is done to en- 
courage the use of advertising, it 
may continue to slide down hill in 
volume and in results. The Tribune 
action is therefore not merely con- 
structive in its own field, but helpful 
to the whole advertising fraternity.” 


Last Minute 


Cheyenne, Wyo., July 29.—An 


tor of Hearst Business Magazines. 


$2,700 to $2,565, effective October. 


News Flashes 


Can’t Bar House-to-House Canvassing 


ordinance prohibiting house-to-house 
selling in Green River, Wyo., was held invalid by the district court here. 
Fuller Brush Company fought the law. 


Massachusetts Republicans to Advertise 


Boston, Mass., July 29.—Ingalls-Advertising has been appointed to 
handle advertising of the Republican Party in this state under supervision 
of Representative Christian A. Herter. 


Ray Sherman Leaves Hearst Business Papers 
New York. July 29.—Ray W. Sherman has resigned as editorial direc- 
He will remain in the publishing field. 


“College Humor,” “Successful Farming” Cut Rates 
Chicago, July 29.—While announcing a rate reduction of 10 per cent, 
effective with its October issue, College Humor is also giving advertisers 
the option of using different copy in its recently instituted Canadian edition. 
Successful Farming, Des Moines, Ia., has reduced its page rate from 


Chicago Tribune Offers 
Discounts for Quantity 


Leading Newspaper Makes 
Voluntary Reduction 
of Its Rates 


Chicago, July 28—To stimulate 
business in its trade area, the 
Chicago Tribune put into effect this 
week a scale of volume discounts 
which makes possible freer use of 
advertising in this important news- 
paper. The new discounts apply on 
black and white lineage run under 
general advertising contracts re- 
ceived by the Tribune between July 
25, 1932, and July 24, 1933, inclusive. 

The basic black and white line rate 
of the Daily Tribune remains at 
$1.40. From then on discounts range 
up to 30 per cent. The new volume 
rates for week-day advertising are as 
follows: 

1,000 lines $1.20, 2,440 lines $1.10, 
12,500 lines $1.05, 25,000 lines $1.00, 
50,000 lines 95c, 100,000 lines 90c. 

Discounts up to 40 per cent can be 
earned in the Sunday Tribune. 
former flat rate of $1.75 per line is 
retained. The other Sunday volume 
rates are: 

1,000 lines $1.50, 2,440 lines $1.35, 
12,500 lines $1.30, 25,000 lines $1.20, 
50,000 lines $1.10, 100,000 lines $1.05. 

Daily and Sunday milline rates are 
now below those in effect in 1920. 

The new general advertising dis- 
counts follow announcement of the 
institution of six month interim dis- 
counts in the retail field on lineage 
run in the Tribune between June 21, 
1932, and January 31, 1933, inclusive. 


Objective of Change 


This new step, Col. Robert R. Me- 
Cormick, editor and publisher of the 
Tribune said, was taken in an effort 
to help manufacturers use advertis- 
ing more freely to get greater sales 
in the Chicago territory. 

“Business needs greater sales vol- 
ume,” said Col. McCormick, “in order 
to put men to work and improve 
general welfare. 

“Our aim is to bring about a more 
liberal use of newspaper space in 
America’s second largest market. In 
initiating these substantial volume 
discounts we believe business will be 
enabled to stabilize and increase 
sales, payrolls and profit. 

“For nearly three years business 
has been driven by adverse factors, 
many of them beyond the control of 
business management. Chief among 
these were excessive taxation and 
government profligacy. 

“Last fall the Chicago Tribune 
opened fire on the penalizing load of 
government expenses, which make it 
impossible for business to look ahead 
with any confidence. 


Second Phase of Campaign 

“The fight has received nation-wide 
response. More is still to be done, 
but the Chicago Tribune now feels 
it can take its second step in its pro- 
gram to help itself and general busi- 
ness. 

“The new volume discounts are a 
decisive contribution to employment 
and to profit. They give the adver- 
tiser more advertising for the same 
money. Advertising generally pro- 
vides a means to get sales volume. 
This has been thoroughly demon- 
strated in other times of stress and 
never more so than in this period. 


“More advertising means more 
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sales and more buying power. More 
advertising will help smash _ the 
vicious circle of diminishing sales, 
shrinking payrolls, passed dividends 
and reduced buying power. 

“Advertisers may now schedule 
larger and more forceful campaigns 
in this market to put 1932 sales 
volumes over the top. ; 

“The fall upturn in business and 
the generally improving state of 
mind makes the new Tribune plan 
timely. Business has coasted along 
enough. It was time to take an 
offensive. The Tribune has taken it.” 

Col. McCormick said the lower 
rates will be accompanied by a con- 
tinued effort to improve quality of 
news-print, plates and printing. There 
will be no decline in coverage or 
service. 


Phillips Quarterly Net 
Profit Is $1,324,430 


Consolidated net profit of Phillips 
Petroleum Company for the second 
quarter of 1932 was $1,324,430, equiv- 
alent to 32 cents a share. 

This compares with net loss of 
$2,136,922 in the preceding quarter 
and net loss of $2,054,802 in the same 
quarter last year. 


New Chicago Racket 


A new racket has developed in 
Chicago, taking its toll among paper 
merchants and printers. Fictitious 
orders for paper are placed in the 
names of printers and carted away 
by the racketeers after delivery, 
Master Printers Federation of Chi- 
cago warns its members. 


State Exempt from Tax 


Sales of gasoline to governmental 
agencies of a state are not subject to 
the new Federal tax on gasoline, the 
attorney-general of Indiana holds. 


Add New Department 


Benton & Bowles, New York. have 
added a business paper department 
to handle advertising of General 
Foods Corp. Loring Pratt is in 
charge. 


Reo Truck Sales Up 


Sales of Reo speedwagons and 
trucks for the year ending June 30 
were 22.46 per cent ahead of the pre- 
vious year, the company has an- 
nounced. 


MISSION DRY 
WINS RIGHT T0 
BLACK BOTTLE 


Court Hears of Druggist’s 
Strange Error 


Chicago, July 28.—Some _sensa- 
tional sidelights were developed in 
the Federal Court here when Judge 
Wilkerson ruled that the Mission 
Dry Corp., of Los Angeles, has ex- 
clusive right in its field to the use 
of a black opaque bottle as a con- 
tainer for its product. 

One bit of testimony was espe- 
cially interesting. It was that a Chi- 
cago druggist, innocently or other- 
wise, used the advertising material 
of Mission Dry Corporation in his 
windows with an actual display of 
the containers and beverages of the 
company against whom the suit was 
brought. 

D. E. Citron, who witnessed this 
phenomenon in the Edgewater dis- 
trict of Chicago, promptly had the 
scene photographed for the enlight- 
enment of the court. Other photo- 
graphs of a somewhat similar nature 
were introduced. 

The Mission Dry suit was filed 
July 1, 1929. A preliminary injunc- 
tion was issued July 18, 1929. The 
defendant, it was alleged, then made 
certain changes in its labels, and 
Mission Dry filed a supplemental bill 
against the package alleged to have 
been changed. 

While testimony indicated that 
Mission Dry was first to utilize a 
black bottle, there was a sharp tilt 
in court as to whether the change 
was made to prevent spoilage of the 
contents or purely for identification 
purposes. 


Lost Opportunity 


Some of the testimony here was 
of a negative nature. Mission Dry 
referred to an article by W. D. Bost, 
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vice-president of the competing com- 
pany, in the January, 1929, issue of 
Food Industries. 

“Nowhere in this article,” it re- 
cited, “did he say it is necessary 
to exclude the light from his com- 
pany’s beverage and put it out in 
black bottles.” 

Mission Dry forthrightly stated 
that it adopted a black bottle because 
of its distinctiveness and because no 
other beverage was ever marketed in 
a black bottle. In the latter con- 
tention, it had the support of two 
officers of bottle manufacturing com- 
panies. 

Mission Dry continued: 

“When our product first came on 
the market (September, 1928) in this 
black opaque bottle, it met with con- 
siderable trade resistance on account 
of the contents not being visible and 
grave doubts were voiced by our dis- 
tributors that the product would be 
successful. It was only after a great 
deal of effort and large expenditures 
in advertising that this resistance 
Was overcome.” 

There was also a controversy as 
to the merits of labels on beverages. 

Judge Wilkerson found that “such 
drinks are often sold from _ re- 
frigerators and the labels wash off. 
When sold for immediate use, the 
crown is removed before the bottle 
is handed to the customer, who is 
therefore unable to identify it.” He 
therefore concluded that the color 
and shape of the bottle are the only 
protection of Mission Dry in many 
cases. 

Judge Wilkerson held the com- 
pany is entitled to recover all profits 
made by the defendant because of 
the alleged unfair competition. He 
appointed a master to determine the 
amount. 


Test Constitutionality 


of Advertising Tax 


The injunction suit brought 
against city of San Antonio to pre- 
vent collection of taxes for municipal 
advertising has been assigned for 
trial by the Texas supreme court. 

A lower court held that the city 
had the right to levy a tax for ad- 
vertising purposes, but the supreme 
court ordered a new trial. 


Show I. G. A. Talkie 


“Keeping Pace With Progress,” an 
18-reel talkie of merchandising ideas 
and methods produced for Indepen- 
dent Grocers’ Alliance, is being 
shown to member-owners at a series 
of 47 regional conventions. 


Kobak in Milwaukee 


Milwaukee Advertising Club heard 
Edgar Kobak, vice-president, McGraw- 
Hill Publishing Co., and president, 
Advertising Federation of America, 
at a luncheon meeting July 25. 


Huge Policies 
On Publishers 
Paid in 1931 


Chicago, July 29.—Of the four larg- 
est life insurance claims paid during 
1931, three were on the lives of pub- 
lishers, the life payments number of 
National Underwriter reveals. 

E. A. Simmons, Simmons-Board- 
man Publishing Co., carried $1,300,- 
000 life insurance, the second largest 
claim paid in 1931. Walter A. 
Strong, publisher, Chicago Daily 
News, and Knowlton L. Ames, Sr., 
publisher, Chicago Journal of Com- 
merce and Chicago Evening Post, 
each left $1,100,000 in life insurance. 

During the year $1,316,337,731 was 
paid out in death claims, matured 
endowments, annuities, and  acci- 
dental death benefits. Payments on 
premium savings and cash surrender 


values totaled $1,589,515,345, and 
loans to _ policyholders’ increased 
$643,096,262. Total payments’ to 


policyholders and beneficiaries dur- 
ing the year thus were $3,548,949,338. 

At the end of 1931, $114,596,729,723 
in insurance was in force, represent- 
ing $85,866,000,000 ordinary, $10,- 
500,000,000 group and $18,100,000,000 
industrial. Admitted assets of life 
insurance companies was $21,370,- 
800,000, a gain of $1,300,000,000 for 
the year. 


Greyhound Starts Tour 


As part of its contract with A Cen- 
tury of Progress, Chicago’s 1933 
world’s fair, a Greyhound bus fitted 
with miniature replicas of exposition 
buildings will start a tour of the 
eastern half of the country in Sep- 
tember. Lectures and tie-ups with 
local merchants are planned. 


Start Two Papers 


Western Pharmaceutical Review 
and Life in Vancouver, a monthly re- 
view, have been started by Journal 
of Commerce Publishing Co., Van- 
couver, B. C., which has also re- 
organized Canada Poultryman. R. 
Jones is advertising manager of the 
trio. 


“Calgary Herald” Moves 


With installation of a new press 
with 55,000 papers per hour capacity, 
the move of Calgary (Alb.) Herald to 
its new quarters in the Southam 
Bldg., has been completed. 


Issues “Cold Magic” 


York Ice Machinery Corp., York, 
Pa., has issued an attractive booklet, 
“Cold Magic,” outlining advances in 
refrigeration during the past 50 
years. Striking photographs of man- 
ufacturius; operations predominate. 
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ARE you trying to force all 


your Output into % of your market 


when the other % 1s just as easy to reach? 


SATURDAY AFTERNOON SHOPPING CROWD in a Mid-West city of 100,000 popu- 
lation. An official of the leading department store in this city says: “Probably one- 
third of our charge accounts are out-of-town, and the proportion of cash trade is even 
greater.” Two-fifths of ALL retail purchases are made by people living in places under 10,000. 


boundaries on sale must be broken down, 
that time is NOW. It is so easy to look 
at America as a market made-up of met- 
ropolitan centers. So easy to pile up your 
advertising on three-fifths of your market 
and overlook the remaining two-fifths. 
Living comfortably in this country today 
is a group of 1,700,000 families, leaders in 
the life of their communities. They have 
ample incomes, because they do business 


» alertly and scientifically. These men and 


women obtain more business guidance 
and personal inspiration from The Country 
Gentleman than any other publication. 
Seventy per cent own homes. Eighty- 
six out of every hundred have motor cars. 


They live within easy access of modern 


retail stores, where the needs of the entire 
family are regularly supplied. 

They are exceptionally responsive to 
good advertising, for they have the 
money to buy what they want and the 
mental alertness to want the finest and best. 
They read with full confidence one maga- 
zine, upon which they have learned to 
depend for useful ideas. This one maga- 
zine, The Country Gentleman, makes them 
available to the advertiser as does no other 
publication or group of publications. 

The purchases of these people, and 
of the great market they influence, are 
essential in filling sales quotas, this year 
and every year. And the one best way 
to interest them in what you have to sell 
is to advertise in The Country Gentleman. 


If your product is one that 
most families can use or enjoy, 
The Country Gentleman should 
be one of the first three magazines 


in your advertising plan 


Your ADVERTISING BALANCE WITH 
‘Sates OpporTUNITY “ 


PLACES 10,000 AND OVER 


giane 


The COUNTRY GENTLEMAN plas Bw 


H%A.B.C. figures. More detailed analysis raises this figure co 80% 


THE COUNTRY (GENTLEMAN 


FAMILY COUNSELOR TO MORE THAN 5,900,000 PEOPLE 
..» Key to 40% of National Sales Potential 


THE CURTIS PUBLISHING COMPANY. Philadelphia, Boston, Chicago, Cleveland, Detroit, New York, San Francisco 
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Why Banks Must Advertise 


During the past two years 
enormous volume of public good-will 
and confidence in banks has been 
destroyed. 

The closing of thousands of banks, 
all over the country, including big 
banks and little banks, national 
banks and_ state’ banks, private 
banks and trust companies, shook 
public confidence 


in the financial | 


an}! are continuing their function as dis- 
|/counters of commercial paper. 


Although the public has been ac- 
cused of hoarding money, the facts 
are that in many instances the banks 
themselves have been the chief 
hoarders. They have not been en- 
tirely to blame, because the neces- 
sity for extreme liquidity has made 
it impossible for them to lend with 


structure of this country as it has| the usual degree of assurance. 


not been shaken for more than forty | 


| 


years. 
The storm has subsided. Few 
banks are now being closed. Those) 


which are closing, in most cases, 
will pay all of their obligations to 
depositors. Legislation has been 
enacted which strengthens the bank- 
ing system, and will almost cer- 
tainly prevent any major 
trophe in the near future. 

What, then, is the situation with 
which the bankers of America are 
confronted ? 


catas- 


First of all is the necessity of re-| 
storing public confidence and belief) 


in their safety. The first duty of 
banks is to their depositors, and the 
bank which has protected its deposi- 
tors and weathered every storm has 
facts on which to build good adver- 
tising, which should help re-estab- 
lish confidence on the part of the 
public. Advertising is not a _ sub- 
stitute for solvency, but it can be a 
great aid to sound banks. 

Next is the desirability of giving 


publicity to the fact that the banks 


But 
are 


normal business conditions 
gradually returning. Sound 
banks are able to take care of the 
requirements of solvent customers, 
and are doing so. Some of them 
are even advertising the fact that 
they lend money “in good times and 
bad times.” That is the sort of ad- 
vertising calculated to make the 
business community feel that the 
bank is something more than a place 
to store currency. 

Advertising alone cannot restore 
confidence in the banks. But be- 
cause the facts of the situation are 
reassuring, and because the banks 
are in a position to present informa- 
tion which will help to build favor- 
able sentiment, they have at once 
an opportunity, a duty and a re- 
sponsibility. They can make a di- 
rect contribution to business im- 
provement through the development 
of increased confidence and good- 
will on the part of the public toward 
the financial system of the United 
States, and hence in the entire busi- 
ness situation. 


Building New Markets 


The news story which appeared 
on Page 1 of the July 23 issue f 
ADVERTISING AGE, describing the 
interesting and in many ways unique 
program of the typewriter com- 
panies for the development of new 
markets, is one of the most signifi- 
cant developments reported in our 
columns in many months. 

Building new markets under to- 
day’s conditions is a plan which 
calls for courage and enterprise, as 
well as constructive and intelligent 
handling of the problem. Yet it is 
at this point that the greatest sup- 
port for the acceleration of business 
is to be expected. New markets can 
be defined and developed, and now 
is as good a time as any in which 
to build them. 

As far as the typewriter com- 
panies are concerned, they have de- 
veloped the business market to a 
remarkable degree. It is possible 
that they have not succeeded in re- 
tiring obsolete equipment as rapidly 


but that is a de- 
batable premise in the face of the 


rapidity with which 


as is desirable, 
noiseless type- 
writers and other improved designs 
have been introduced. 


The business field is highly com- 
petitive, and because of the inten- 
sive methods employed in selling it, 
it is extremely difficult for one 
manufacturer to improve his relative 
position, or for the industry as a 
whole to increase or even maintain 
its sales in the face of unfavorable 
general conditions. 


Consequently the further develop- 
ment and exploitation of the home 
and school market appear to be 
logical, desirable and practicable. 
Careful study and definition of the 
market, active advertising and pro- 
motion and aggressive sales efforts 
represent a program the results of 
which might easily be duplicated in 
a dozen other industries equally 


enterprising and determined. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 


ing them, or through ADVERTISING 
AGE. 
414. Iowa Grocery Outlets. 


This directory of Iowa groceries, 
published by Des Moines Register and 
Tribune, contains the name and ad- 
dress of every retail grocer in the 
state, the number of families in each 
county, the daily and Sunday circula- 
tion of the Register and Tribune in 
each county, and also indicates those 
stores affiliated with buying groups 
or chains. Listings are arranged in 
convenient routes in Des Moines and 
certain other cities, and wholesale 
grocers, wholesale fruit and produce 
houses, and chain store buying offi- 
ces are also listed. The Guide is dis- 
tributed without charge. 


415. The Primary Market for Prod- 
ucts Sold for the Home. 


On the theory that apartment 
house dwellers have most home ne- 
cessities furnished them, and that 
consequently dwellers in one and two 
family homes represent the primary 
market for household appliances and 
products sold for the home, House- 
hold Magazine presents these figures 
on families according to type of 
dwelling, with special reference to 
the preponderance of small homes in 
communities under 10,000 population. 
371. Factors of Reader Interest in 
261 Advertisements. 


Liberty has issued this supplement 
to the original Gallup survey. The 
new report is not presented as a 
complete answer to the problem of 
attention value, nor even as a guar- 
anteed trend, but rather a simple 
mathematical tabulation of the num- 
ber of persons who actually remem- 
bered seeing each of the advertise- 
ments in the 24 magazines studied. 
Some of these tabulations show lit- 
tle that is useful. Others offer con- 
clusions apparently striking and 
worthy of study. Since the print 
order for the supplement was only 
1,000 copies, the supply threatens to 
become exhausted very shortly. 


403. Increasing the Load, 


This is the second edition of a 
book issued several years ago by 
McCall Company and which proved 
a valuable aid to marketers of elec- 
tric household equipment. The first 
edition reported in detail purchasing 
methods and sale practices of cen- 
tral stations and locations of their 
retail stores, believing this was war- 
ranted by the great volume of busi- 
ness done by electrical utilities. The 
present volume omits discussion of 
merchandising activities, but  pro- 
vides a detailed listing of 4,290 cities 
and towns in which central station 
stores are located and the number of 
domestic lighting customers in each. 
Records are also provided for the 
5,086 cities and towns in which 
utilities maintain no stores. 


372. Go After the New England 
Market First. 


The New England Council and the 
New England Daily Newspaper As- 
sociation have combined to bring out 
this up-to-date comparison of New 
England with the remainder of the 
country. The booklet summarizes 
this comparison briefly as follows: 
New England has 2 pcr cent of the 
area of the United States; 6.65 per 
cent of the population; 7.56 per cent 
of total retail sales; 7.87 per cent of 
the wealth; 8.4 per cent of the in- 
come; 13.6 per cent of the bank de- 
posits; and 17.5 per cent of the sav- 
ings. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 


immediate purchasing power of the 


OPPORTUNITY FOR RADIO ADVERTISER 


“Our studio is on fire—boy, what a fire! 
here!" 


| wish all of you were 


—Collier’s 


Cutler Heads A. B. P. 


Awards Committee 
To the Editor: Members of the 
jury of awards in the fifth annual 
competition of Associated Business 
Papers for outstanding editorial 
services by member papers have just 
been appointed. 
Thomas D. Cutler, publisher, Jce 
Cream Trade Journal, is chairman, 
other members’ being: Saunders 
Norvell, president, Remington Arms 
Co.; G. Lynn Sumner, G. Lynn Sum- 
ner Co.; Charles F. Abbott, executive 
director, American Institute of Steel 


Construction; and Fred R. Davis, 
General Electric Co. 
The awards annually recognize 


three types of endeavor. The A. B. 
P. medal is given to the publication 
performing the most outstanding 
service to its industry, and money 
prizes go to writers of the best sin- 
gle editorial and the best series of 
articles or news reports. 
Entries must be filed at A. B. P. 
headquarters before Sept. 15, and 
awards will be announced in Octo- 
ber. 
H. J. PAYNF, 

Sec., Associated Business Papers, 

Inc., New York. 
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Miller Rubber Again 


Promotes “Rubber Fair” 


To the Editor: Plans for the 
seventh annual “Rubber Fair,”’ spon- 
sored by Miller Rubber Products Co., 
division of B. F. Goodrich Co., are 
now being sent to retail druggists 
throughout the country. No specific 
date is set for the “fair’s” appear- 
ance in individual stores, September, 
October and November being in- 
cluded so druggists can choose the 
time best suited to themselves. 


This is the second time the plan 


boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 


magazine’s policy of guaranteeing ad- 
vertisers superior results. Altogether 
a unique and interesting analysis of 
the boy market—extremely worth 


while sending for. 


Voice of the Advertiser 


has been used nationally, but about 
600 scattered stores have used it for 
six years, and 5,497 stores used it 
last year. 

In return for moderate purchases 
of water bottles and syringes stores 
are supplied with a colorful collec- 
tion of promotion material, including 
novelty danglers, gay awnings and 
other features which give the stores 
a carnival air. Purchase of additional 
small sundries and specialties which 
tie into the promotion is optional 
with dealers. 

Past experience proves that the 
“fair’’ accomplishes its purpose of 
centering interest in the druggist’s 
rubber goods stock and promotes 
sales generally by calling attention 
to the store. 

R. E. POWERS, 
B. F. Goodrich Rubber Co., 
Akron, Ohio. 


¥, F F 


Campbell Sticks to “21 
Kinds to Choose From” 
To the Editor: We appreciate your 


interest in querying us about the 
phrase “21 kinds to choose from” 


when we actually list 22 kinds of 
soup in our magazine advertising. 
The phrase “21 kinds to choose 
from” has been impressed on the con- 
sumers’ consciousness through years 
of consistent advertising ‘and it was 
not thought feasible to wipe out the 
value of this phrase simply because 
we are now blending 22 varieties of 
soup. 
J. E. McLAvuGHtLin, 
Adv., Dept., Campbell Soup Co., 
Camden, N. J. 
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Mclntire Wants Agency 
Commission System Aired 


To the Editor: Allow me to con- 
gratulate you on the splendid edi- 
torial “Advertising Men as Design- 
ers” in the July 23 issue. I particu- 
larly refer to the last paragraph. 

I also want to say that I think 
Alfred P. Sloan’s letter on agency 
commissions in this same _ issue 
strikes a very important note. Mr. 
Sloan has in a few words expressed 
the real point of this whole situation 
and I for one would like to see this 
letter taken as a basis of a series 
of articles airing this whole situa- 
tion. 

ALLYN B. MCINTIRE, 

Vice-president, Pepperell Mfg. Co., 

Boston. 
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CE RTE D 


“Fill'er up Mister, we're in a hurry” 


TEXACO FIRE. 


Developed for fire engines—Yours at no extra price 


po Advertiser: Texaco 
Agency: 


average page 


New Texaco Fire Chief ad 
among “Best Read” 
of 3 magazines... 


But highest rating of all 


is achieved in Liberty 


Margin of attention in Liberty 
227o greater than even record 
rating in second weekly, 35% 
greater than record rating 
in third. 


A= copy appeal for a 


new type product, Texaco 
ratings shoot up to their high- 
est point since these tests began 
eleven weeks ago—not merely 
once, not twice, but three sep- 
arate times in a row. 


The week of July 9, this new 
type Texaco ad appeared in 
Collier's. The Percival White 
Incorporated investigators in 
Kingston, N. Y. went over 
every page of that issue with 
50 men and women who had 
read it. Each editorial and 
advertising item was checked 
impartially as having been 
remembered or read. 


When the figures were tab- 
ulated, the Texaco page was 


issue of the Post....and by 50 
ersons who had read that 
issue of Liberty. 


Hanff-Metzger, Inc. 
Space: 4-Color 2nd Cover 
Reader Interest: 35% better than 


d you by Coca-Cola 
_, the drink of American hospitality 


Mae rome aye 


It sounds herter.-«' § 
le IS beteer! 


A ee ae a te 0 8 


_ 


PHILCO 
ps 


A musical enstrament of | 


pn tomes on Advertiser: Coca-Cola 
CHIEF casount Agency: D'Arcy Advertising Co., 
Inc. 
Space: Back Cover 


Reader Interest: 65% better than aver- 


age page 


in eac 


Liberty Gains 26% 
Advertising Revenue 


First 6 Months 1932 
Over Last 6 Months 1931 


Second weekly loses 5% 
Third weekly loses 4% 


Advertiser: Philco 

Agency: _ F. Wallis Armstrong Co. 
Space: Black & White Page 

Reader Interest: 22% better than average 


page 


All page ads in Liberty 
stopped on average: 


This week ( July 16 issues) 
38% more persons than in second 


Twice again, this new Texaco — pomeng i ee 
ad rated high. In the Post, it mee Fy 


took third place after the back 
cover. In Liberty it was sec- 


Eleven weeks (to date) 
21% more persons than in second 


weekly 
ond only to the back cover, a: AO Ee 
35% above the average page weekly 


in all three magazines that 
week, 117% above the average 
page in all magazines the pre- 
ceding week. 


A good copywriter can write 
an ad that will enjoy high at- 
tention value wherever it runs. 
But the help of a good space 
buyer enabled this ad (in Lib- 


Best Read Editorial 
Contents Prerequisite to 
Best Read Ads 


Average Fiction Story in Liberty 


Per Cent Better Per Cent Better 
Read ThanIn Read Than In 
Second Weekly Third Weekly 


erty) to win the attention of Week of 

h July 16 Same 6% less 
22 o more rsons than even Average to date 5% 28% 
its successful twin inthe second (11 weeks) 
weekly and 35% more persons aa Feature Article In Liberty 
than its also successful twin in July 16 1% 46% 
the third weekly, according to “eon ae aed 


the 3 reader-samples studied. 


Advertiser: Dobbs Hats 

Agency: Calkins & Holden 

Space: 4-Color 2nd Cover 

Reader Interest: 22% better than average 


page 


a AM Amitien Npplauds , 
Br-AcousTic RADIO 


crown —teenaring § grew ace sdvances 
ah ae 


ee 


Advertiser: RCA Victor 

Agency: Lord & Thomas 

Space: Back Cover 

Reader Interest: 38% better than average 
page 


found to have rated second hong pag gmc 
ee tien Real inCol- 2722/2 '0.35”omore ly READER INTEREST || READER INTEREST 
only to the back Cover in UO real circulation RANGE ® 
lier’s: 78 per cent higher than —_ without extra cost Pheer mentees 
the average page in all three © —confirmed by con- ake wre oan aa For all page ads io” = 
weekly magazines. tinuous discovery of Liberty ae Liberty te 
: ‘ identical facts week ore Collier's 
This week (July 16 issues) af ‘fan gl Sat. Eve, Post Everybody welcomes 
e ter week for eleven 2%437 J, Issues of July16 tb SES thees bhatt vein 
thesameTexacoad appeared in consecutive weeks iy cca her! re 
The Saturday Evening Postand = —is assuming stead- con toncente sessemenienebarnns testi 
Liberty. In a ily increasing signi- 
the Percival White Incorpor- _ficance in the minds i Alias ; 
ated investigators made their ml are ease fl Ti acrayteninn deci Abcahigs Cussitieie 
Le Samar FEATURE aaricies Qariom tendo A : D'A Ad i * Inc. 
regular page by page count of Conditions demand . ° apeene me dono: Dideey Aavening Co., Inc 
things remembered or read by pew adjustments in Psst a ae Reader Interest: 95% better than average 
50 persons who had read that thinking and action. ae bd page 


* Ads remembered by greatest 
number of 150 readers of 
3 Big Weeklys interviewed 
by Percival White, Inc. this 
week in Poughkeepsie, N. Y. 
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ADVERTISING AGE 


July 30, 1932 


LUCKY STRIKE 
POLICY BASIS 
FOR RESOLUTION 


Inspired Protests of Southern 
Newspapers 


New York, July 28.—The resolu- 
tion adopted by the Southern News- 
paper Publishers Association last 
week protesting against insertion of 
a minimum circulation figure in ad- 
vertising contracts with newspapers 
was inspired by the American To- 
bacco Company’s advertising of 
Lucky Strike cigarettes, it is said 
here. The account is handled by 
Lord & Thomas. 

An executive of the agency said 
that while there is no intention of 
asking newspapers to conform with 
restrictions recently laid down for 
magazines of all types, circulations 
of all kinds are changing so rapidly 
that the agency feels it has a right 
to know the minimum its client’s 
copy is receiving. 

The resolution of the S. N. P. A. 
said: 

“The Southern Newspaper Pub- 
lishers Association notes with genu- 
ine regret the effort being made by 
advertisers to incorporate in adver- 
tising contracts with newspapers a 
provision which would guarantee a 
minimum circulation and would in- 
volve a pro rata reduction in stipu- 
lated rates if circulation should show 
any decrease below this minimum. 

“Such a provision would be mani- 
festly unfair. Circulation is only 
one of the many factors which de- 
termine advertising rates. This pro- 
vision carries no increase in stipu- 
lated rates if there should be an in- 
crease in circulation. 


Newspapers’ Sentiment 


“We feel that if such a contract 
were universally adopted and ac- 
cepted a very undesirable element of 
uncertainty would be introduced, and 
individual newspapers might’ be 
placed in the position where they 
would be compelled to incur un- 
wholesome circulation costs in order 
to protect their rate structures.” 

Last March, Lord & Thomas stipu- 
lated that statements of circulations 
of general magazines, farm papers 
and trade papers accompany in- 
voices. It said: 

“As the Audit Bureau of Circula- 
tions’ reports on national and trade 
publications are considerably delayed 
—from six months to one year—it is 
essential that we receive immedi- 
ately an up-to-date report of your 
circulation direct from you as soon 
as compiled. 

“Our policy, effective at once, is 
that no payment is to be made to 
your publication for any advertising 
in the subsequent month unless your 


STYLE NOTE BY GENERAL MOTORS 


THE "FACE" 


OF THE CAR 


—. 


‘ie 


Most people identify cars by their front end. Thus the 
radiator is a very important item of appearance. 


Which of these styles do you like best? 


"Vv" TYPE 
a) (PLAIN) 


ian 


Nt 


*v" TYPE WITH 
0 scoop at BOTTOM 


wheel, 


+4 a 
++ $$ fb 
“4 = = on 
"V" TYPE GRADUALLY ¢ ’ 
OD curving ourwano, Pine to Beeten 
your own ideas. 
FENDER SKIRT OR VALANCE 
What do you think of this fender design? 
, 
© Like it? 


Outside of fender extends down around 
concealing space under fender and 
helping to control mud and water splashing. 


CD Pielixe it? 


( don't care? 


Part of the questionnaire dispatched last week by the big motor 
company. 


report covering the circulation of 
the previous month’s issue has been 
submitted with your bill covering 
the advertising in the subsequent 
month. 

“In other words, any advertising in 
your May issue will not be paid un- 
less your bill for advertising in the 
May issue is submitted to us to- 
gether with a report of circulation 
covering your April issue.” 

This policy is still in force, but 
the agency regards its application as 
impracticable in the newspaper field. 
At the same time, it was indicated, 
it feels clients should be protected 
against possible circulation declines 
in the newspaper field. 


Barnes in New Post 


Nathaniel Waring Barnes, execu- 
tive secretary, Marketing Associates, 
Inc., has been appointed executive 
secretary of Association of Consult- 
ing Management Engineers, Chanin 
Bldg., New York. He retains his 
former post. 


Stephens Elected 


F. G. Stephens, publisher, Southern 
Democrat, Oneonto, was elected presi- 
dent of Alabama Press Association 


let its annual meeting in Montgomery. 


Cash is Publisher 


Cc. J. Cash, Jr., has succeeded his 
father as publisher and editor of 
Anamosa (la.) Journal. 


a mt ES it oe Ot 


ALL ESTY NEEDS 
IS ADVERTISERS 


New York, July 28.—Tungues 
wagged and a procession of repre- 
sentatives carried in reception room 
copies as William Esty, who resigned 
as vice-president of J. Walter Thomp- 
son Company in February, settled 
himself and staff in offices at 6 East 
46th Street this week and gathered 
the reins of the country’s most pre- 
tentious agency without an account. 
The firm’s title is William Esty & 
Co. Sole ownership is vested in Mr. 
Esty and other officers of the corpora- 
tion will not be active. The former 
tenant of the Esty space is Benton & 
Bowles. Elaborate alterations and 
improvements have been made to ac- 
commodate a staff of 40. 

From the start of his career in 
advertising, Mr. Esty has delved tire- 
lessly into mass mind _ reactions. 
While with J. Walter Thompson he 
asked dozens of those who had dem- 
onstrated their ability to sway the 
masses to tell the agency staff how 
they did it. 

Among those who showed their bag 
of tricks and submitted to questions 
afterward were Clarence Darrow, 
Rudy Vallee, Joseph P. Day, the auc- 
tioneer, magazine and newspaper edi- 
tors, real estate promoters, moving 
picture directors and burlesque pro- 
ducers. 

Mr. Esty plans to attract accounts 
with an organization of aces. Rep- 
resentatives think he will succeed 
and they are cultivating the new 
agency assiduously. 


H. E. Lesan Closes 
Office in Chicago 


The Chicago office of H. E. Lesan 
Advertising Agency has been closed, 
its accounts now being handled from 
New York. 


R. N. Cushing, former account 


Fred A. Robbins, Chicago. 


R. H. Reimenschneider, - former 
merchandising manager, 


Walgreen Drug Co., Chicago. 


Sinclair Buys Richfield 


Oil Co., Los Angeles. 


price was $22,250,000. 


executive at this office, has joined 


Reimenschneider Promoted 


has been 
appointed advertising manager of 


Consolidated Oil Corp., a Sinclair 
organization, has purchased Richfield 
The reported 


Gillette Wins 
Two Suits in 
Single Court 


Bridgeport, Conn., July 28.—The 
right to replace part of a patented 
combination hinges on whether the 
part has worn out or broken, Federal 
Judge Thomas decided in the suit of 
Gillette Safety Razor Company 
against Clark Blade & Razor Com: 
pany, Newark, and Regal Razor 
Blade Company, New York. Retail- 
ers were the nominal defendants. 

In the case of a safety razor, he 
held, a blade is replaced for the sake 
of convenience, and not because it 
cannot be ground or repaired for 
further use. 

“In the present case,” he ruled, 
“the Clark company has no proof 
that it sold blades ‘to fill the present 
need of a particular purchaser—to 
replace parts worn out or destroyed.’ 
“On the contrary, the evidence 
shows the defendant sells blades in- 
discriminately, without ascertaining 
whether they are to replace blades 
worn out or destroyed.” 


“Birmingham Day” 
Doubles Retail Trade 


Usual retail sales in Birmingham 
were doubled July 23 when local 
newspapers and 72 retail merchants 
co-operated in promotion of “Birm- 
ingham Day.” About 20,000 shoppers 
were drawn from outside the city. 
Railroads offered reduced round- 
trip rates, free day service was given 
at hotels, and local shoppers were 
given free street car rides between 
9 and 11 o’clock in the morning. 
Newspapers now plan to sponsor a 
similar event monthly. 


Consider Advertising in 
Picking “Best Weekly” 


Feeling that advertising with 
“business magnetism” is the great 
need of country newspapers, Ala- 
bama Press Association gave much 
emphasis to the handling of paid 
space in selecting Covington News, 
Andalusia, as the best all around 
weekly in the state. 

Award of the Victor H. Hanson 
cup was made at the annual conven- 
tion in Birmingham, July 22. 


To Advertise Resort 


Advantages of Atlantic City are to 
be advertised on posters and in 
newspapers by a committee ap- 
pointed by the mayor. Lewis M. 
Herrmann, Atlantic City News, Paul 
J. O’Neill and E. P. Beach, Atlantic 
City Press Union, are members of 
the group. 


~ Get Three Accounts 


Grace & Holliday, Detroit, have 
been appointed to handle advertising 
of Michigan Alkali Co., Wyandotte; 
Detroit Vapor Stove Co., and W. J. 
Kennedy Dairy Co., Detroit. 


Wright Resigns 
Walter A. Wright has resigned as 


advertising manager of Grinnell (Ia.) 
Herald. 


REORGANIZATION 
PLAN OF N. E. A. 
GOES 10 BOARD 


Los Angeles, July 26.—Plans of the 
National Editorial Association to 
change its name and establish cen- 
tral offices in Chicago, with other ma- 
chinery which would encourage use 
of member papers by national adver- 
tisers, were referred to the board of 
directors with authority to revise 
and submit the proposal to a refer- 
endum. 

Resolutions adopted at the meeting 
urged members to maintain advertis- 
ing rates, endorsed legislation to 
bring broadcasting of lotteries under 
the same restrictions as publications, 
end suggested changes in national 
bankruptcy laws tending toward con- 
servation of resources. 

Undaunted by a succession of en- 
tertainments, including six or seven 
meals daily, many members indicated 
their intention of staying over for 
the Olympic Games. 

Awards were made as follows: 

For greatest community service, 
Greenwich (Conn.) Press, Howard 
W. Palmer, publisher; best weekly, 
Storm Lake (lowa) Pilot-Tribune, W. 
C. Jarnigan, publisher; best front 
page and best newspaper production, 
Ladysmith (Wis.) News, Mark R. 
Bell, publisher; best editorial page, 
Washington (N. J.) Star, H. M. 
Peterson, publisher; advertising pro- 
motion, McComb (Miss.) Enterprise, 
J. O. Emmerich, publisher. 

Justus Craemer, Orange (Calif.) 
Daily News, was elected president of 
the N. E. A. Walter Crim, Salem 
(Ind.) Republican-Leader, was elected 
a director and the following were re- 
elected: Joseph Biddle, Huntingdon 
(Pa.) Daily News; K. F. Baldridge, 
Bloomfield, Iowa; and R. H. Pritch- 
ard, Weston (W. Va.) Democrat. 

Selection of the 1933 convention 
city was left to the directors. 


Malt Labels Need Not 
Show Name of Maker 


Containers of wort, malt or grape 
concentrate need not show the manu- 
facturer’s name but may carry the 
name of the merchant, preceded by 
“Packed For,” or “Distributed By,” 
new regulations of the Commissioner 
of Internal Revenue provide. 

Formerly the name of the manu- 
facturer was required on every con- 
tainer of these products. 


Accountants Advertise 


Arkansas Society of Public Ac- 
countants has appointed Bott Adver- 
tising Agency, Little Rock, to direct 
a co-operative newspaper campaign. 


Parsons Joins McCall 


Donald H. Parsons, formerly in 
the New York office of Ladies’ Home 
Journal, has joined McCall Co., New 
York. 


ADCRAFTERS MALIGNED BY CARTOONIST 


Harold Hastings (left) secretary-manager, Adcraft Club of Detroit and 

Verne Tucker, head of the direct mail and sales promotion department 

of Campbell-Ewald Co., were caricatured by Ward, itinerant artist, on 
a visit to the motor capital. 
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HOW LIBERTY'S ANSWER PAGE LOOKS NOW 


camps along the Rhine, where, of 
course, they told all they knew about 
yourarmy. I am instructed to handle 
them as ordinary prisoners of war.” 

“Then they won't. be allowed to 
serve in your army?” 

“I don’t know. Perhaps the War 
Ministry believes they will be of more 
use as prisoners than soldiers.” 

“I think I understand what you 
mean. They will be expected to spy 
on us. We'll act accordingly.” 

“ Accordingly—that’s a word that 
can cover many things,” the old man 
mused. “I have warned you against 
these men. Now I warn you agains. 
They must not be—what do you call 
it?—lynched? There is nothing I can 
or will do for you if they are killed.” 

Von Amerbach left me at the gate 
of the inclosure, and I went on to the 
dugout in a black mood. 

“A couple of new men just came 
in,” Frank hastened to inform me. 
“And say—there’s talk that the 
boches have smashed through almost 
to Paris.” 

I sat down heavily. “I know. 
Those yellow-bellied snakes that just 
crawled in are two reasons why Ger- 
many is winning the war. They de- 
serted and went dver to the boches, 
rifles and all.” 

“ Christ almighty! Is that so?” 

Geoghegan, who come in as I 
spoke, echoed the question. 

“It's true. I heard them admit it. 
What are we going to do with them?” 

“ Kill the sons o oe!” 

“But how? I've been thinking 
about it, but I can’t see any way to do 
it without putting the whole outfit in 
bad.” 


“Stab ‘em some night and bury 
them in the sand lot.” 

“ That's all right as far as it goes. 
But how would we explain their ab- 
sence at roll call? Then, with those 
Russians poking sticks into every 
square inch of the field, somebody'd be 
sure to find the stiffs.” 

“Cut a hole in the wire and make 
the Germans believe they escaped,” 
was Upton’s suggestion. 

“For an ex-cop, you have dumb 
ideas about a frame-up. Those bas- 
tards wouldn't run away if you tore 
down the whole entanglement, and the 
Germans know it.” 

“ Why not poison them?” 

“With what? Flea powder? We 
thrived on it!” 

“Wait until they get plenty hun- 
gry, and let them have a mess of 
spoiled meat. That ought to put them 
where they belong.” 


I LOOKED at my comrades grimly. 
“ That's our one chance. Poisoning, 
ag ie mig a hellish thing to do!" 

“They're lousy rats! And you 
poison rats, don’t you?” 

“All right,” I said. “ They cer- 
tainly are.” 

Having agreed on what seemed a 
safe method of killing the traitors, we 
felt ng ng ge os 

“We've got eep this thing un- 
der our hats,” Teautioned. “ If some 
of the hot-heads in the outfit should 
get on to those two they'd kill ‘em out- 


right, and then the Heinies would 
give us all bullets for breakfast.” 

Saying nothing, we treated Hola- 
koff and Brunner as though they were 
ordinary privates. The result was, 
they began to think the rest of us 
deserters and German sympathizers. 
Through hints they gradually revealed 
themselves. 

1 was sitting in my cubicle when a 
voice boomed through the dugout: 
“So you're a traitor—you God- 
damned hunky!” 

“ You call it being a traitor?” Hola- 
koff answered. “ Maybe you think 
you're better than me!" 

A fist thudded on flesh and a body 
hit the floor. 

Other voices were roaring in chorus: 
“Give him the boots!" “ Kick the 
bastard’s guts out!” “ Where's the 
other son of a?" 

I dashed in and dragged Holakoff 
to a bunk. Brunner had hidden him- 
self in another. 

“ They're traitors!” everyone was 
yelling. 


SEMBLANCE of peace was re- 
stored finally, but our hand had 
been forced. From then on we had to 
deal with the two menascriminalswith- 
out human rights. We stripped them 
of insignia, jerked off their buttons, 
and assigned them to bunks as far 
away from the rest of us as possible. 
Day after day, while slowly starving 
on ersatz rations, they had to sit and 
watch us cook and eat wholesome food. 
No one spoke to them except to hurl 
the grossest insults. They were rats, 
lice, dogs, and sons of dogs. 

Some of the men am ita 
to hold up choice morsé@is of food and 
invite them to bark, growl, and whine 
for it. 

Forced to do all the menial labor 
around the dugout, they crawled into 
their bunks at night to find their 
blankets befouled or full of burs and 
sand fleas. 

Twenty-three men with little else to 
do than think can devise horrible 
forms of squaw-torture, once their 
minds have been directed into such a 
channel. Often I wondered that they 
did not kill themselves; for most men 
would have preferred death a thou- 
sand times to what they endured. 

Sometimes I wanted to pity them. 
Sometimes I thought of them as vic- 
tims of forces over which they had no 
control—prisoners of life as well as 
war. From such philosophic fancies 
I was always roused by a grim reflec- 
tion. They had broken an oath to 

fend America from all enemies. 


ractice 


While their sworn comrades were dy- | 5° 


ing, they had walked off to aid the 
Germans with the slaughter. 

. ay deserved to suffer! They had 
‘0 die! 


What came of the plan to execute 
the two traitors by poisoning will ap- 
pear in next week's Liberty. So will 
one of the strangest and most fasci- 
nating episodes in all Sergeant Haly- 
burton’s story: his romance with a 
Russian girl from the Women’s Bat- 
talions of Death. 


. 
THE ANSWER TO THE 
DENTAL CREAM QUESTION: 


Germ-acid 
causes 
tooth decay 
Stop it with Squibb’s! 


Berore germ-acids complete . their 
deadly work, protect your teeth with 
Squibb Dental Cream. Its scientifi- 
cally balanced formula includes the 
correct amount of Milk of Magnesia— 
a mild, effective antacid, It cleans 
thoroughly and helps to combat the 
forces of decay. More than that, it is 
refreshing, delightful to use, and safe. 
Squibb’s contains no grit or irritant— 
nothing that can injure teeth or gums. 
Get the big, economical tube of 
Squibb Dental Cream from your 
druggist and start brushing your teeth 

with it tonight! 
Copyright 1932 E. R. Squibb & Sone 


SQUIBB 
DENTAL CREAM 


Answers to Twenty Ques- 
tions on Page 19 


1—John Adams: lived to be ninety. 
2—Kentucky, admitted June 1, 1H02. 
3—Thomas Gray in his poem On a 
Distant Prospect of Eton College. 
4—New York, Chicago, Buenos Aires, 
Paistevnie, Detroit. 


ittle brook. 


6—" Gee " is to the right and“ haw” 
to the left in driving oxen. 
7—A fictitious sea captain in Jona- 
than Swift's Gulliver's Travels. ‘ 
8—First raise it to the peak and then 
lower it to half-mast. 
9—Simon (called Peter), Andrew, 
James (the elder), John, Philip, Barthol- 
omew, Matthew, Thomas, James (t 
younger), Simon (called Zelotes), Judas 
(called Thaddeus), Judas Iscariot. 
10—A dyestuff made from the dried 
bodies of the females of certain insects. 
— n arch commemorating 
the fall of Jerusalem in 70 A. D. 
2—A license to a prisoner to be at 
large before the end of his sentence. 
13—John Adams and Thomas Jeffer- 


n. 
14—Any of numerous invertebrate 
animals more or less resembling plants 
in sppearence. 

15—Flotsam is swept from a ship by 
the elements; jetsam i: rown over- 

rd to save the vessel. 

16—Job 19:20. 

17—An old-fashioned lively dance. 

wertse: | were so named by Columbus, 
who thought that he had reached India. 


celand. 
20—One printed by the Clarendon 
Press, Oxford, 1717, having the title 
Parable of the Vinegar ™Evineyard) 

over Luke 20. 
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SQUIBB TIES IN 
WITH ‘LIBERTY’ 
QUESTION BOX 


New York, July 28.—A tie-up of 
advertising and editorial feature, 
which closely approaches entertain- 
ment sponsorship by radio adver- 
tisers, has been introduced in Lib- 
erty by E. R. Squibb & Sons. 

Credit for the innovation is due 
Adlai S. Hardin, vice-president and 
manager of the local office of Soule, 
Feeley & Richmond, Syracuse, N. Y. 
The idea of regularly incorporating 
an editorial feature with an estab- 
lished following in a series of ad- 
vertisements came to him _ while 
reading Liberty’s reader interest sur- 
veys. 

He picked as the most suitable edi- 
torial material Liberty’s “Twenty 
Questions” department, which has 
appeared every issue for many 
months, because it ranks high in 
reader interest and occupies small 
space consisting of a quarter page of 
questions and a sixth page of an- 
swers. The two sections, cross-in- 
dexed, appear on widely separated 
pages. 

A proposal, that the advertiser take 
a half page next to the questions and 
a half column adjoining the answers, 
was approved. 


One Extra Question 


The tie-in is effected by a twenty- 
first question at the top of the half 
page advertisement, immediately be- 
low the magazine’s list, which is an- 
swered in the half-column advertise- 
ment above the half-column box of 
answers. Otherwise, the two pieces 
of copy are conventional. 

The first advertisement, on aspirin, 
asked, “What is the priceless in- 
gredient of every product?” It was 
answered with Squibb’s time-honored 
phrase, “The priceless ingredient of 
every product is the honor and in- 
tegrity of its maker.” 

The space is bought on a 52-time 
basis and will be used by the com- 
pany’s three agencies for a number 
of its products. 

The magazine advertising is 
adapted to window displays by 


blowups which substitute display 
lines for the irrelevant text matter 
but reproduce the magazine’s ques- 
tions and answers together with the 
advertiser’s contribution to the edu- 
cational entertainment. Dealers like 
to use the questions in one window 
and the answers in another, thinking 
total window circulation is thus in- 
creased. 


Volume Down, 
Receipts Up, 
P. O. Reports 


Washington, D. C., July 28— 
Though complete reports are not yet 
available, the Postoffice Department 
believes volume of mail has been re- 
duced, but receipts increased, by the 
higher postage rates. 

Receipts as made public for July 
will not be an accurate indication of 
what may be expected from the new 
rates, the department said, as any 
new law takes several weeks to 
reach maximum effectiveness. 

The department added: 

“The loss in volume has come 
about because direct-mail advertisers 
have cut down their mailing lists. 
Most firms are on a budget in which 
a certain amount of money is allo- 
cated to advertising, a certain 
amount of the advertising total is 
used for direct mail. Where the new 
rates have caused mailings to cost 
more than budget allowances have 
provided for, mailers have cut down 
their volume. 

“Postal receipts for June fell about 
17 per cent beneath the amount for 
the corresponding month of 1931, 
which, in turn, was somewhat below 
June, 1930. Just how much July re- 
ceipts will increase may not yet be 
told definitely, but it is believed the 
amount will prove that the increased 
rates are warranted.” 


F. T. Grenell Dead 


Frederic Thorpe Grenell, founder 
and president of Grenell Advertising 
Agency, Detroit, died July 22 after 
a short illness. He was 56 years old. 


Ban Circulars 


Distribution of circulars in Union 
City, N. J., has been prohibited by 
an ordinance making it a misde- 


Government to Check 
Labels of Liquor 


To make certain that medicinal 
spirits are labeled in conformity 
with the Federal Food and Drugs 
Act, the Bureau of Industrial Alco- 
hol announces that manufacturers 
must submit copies of their labels 
and “caution notices” for approval 
before use. 

If bottles are placed in printed 
cartons, these also must be sub- 
mitted to the Bureau. 


Barlow & Seelig in 


Expansion Program 


Controlling interest in American 
Ironing Machine Co., Algonquin, IIL. 
Simplex domestic ironers, has been 
purchased by Barlow & Seelig Mfg. 
Co., Ripon, Wis., makers of Speed 
Queen Washers. 

A new model Simplex ironer is to 
be announced soon, 


James N. Gamble Estate 
Valued at $6,000,000 


The estate of James N. Gamble, 
vice-president and director, Procter 
& Gamble Co., Cincinnati, who died 
recently, is estimated at $6,341,553. 

Most of the estate is in Procter & 
Gamble stock, of which he held 1,680 
preferred and 24,150 common shares. 


HELLMANN WON'T 
DUPLICATE COPY 


New York, July 28.—Best Foods, 
Inc., gave its idea of how to get ex- 
tra value from newspaper advertis- 
ing this week when it used full pages 
in a number of cities to announce a 
new crystal jar for Hellmann’s May- 
onnaise. 


Where both morning and afternoon 
papers were used, different copy and 
layout appeared in each. 


The page in morning papers was 
laid out in newspaper style under 
the heading, “Mayonnaise News.” 
The page in afternoon papers was 
headed “New.” While both empha- 
sized the new jar, there was no re- 
semblance between the two pages. 

The company indicated it is op- 
posed to repetition as commonly 
practiced in advertising. 


“A fresh appearance,” said one 
member of the advertising depart- 
ment, “induces those who may have 
seen the original announcement to 
read the second. Even if the story 
is familiar, it is given new interest 


by different pictures and different 
layout.” 

Benton & Bowles handle the ac- 
count. 


Erie Club Elects 


Buente President 


George Buente was elected presi- 
dent of Erie (Pa.) Advertising Club 
at its annual meeting. Frank Graf 
is vice-president, and C. C. Bliley, 
secretary and treasurer. 

Directors are Charles A. Massing, 
Brooks Delaney, Don Allshouse, Roy 
Hackenberg, F. Earl Bonnell and 
Edgar P. Weber. 


Uniform Makers Organize 


Following a two-day session in 
Philadelphia, leading makers of uni- 
forms organized the National Asso- 
ciation of Uniform Manufacturers. 
Louis A. Hirsch, Hirsch, Weintraub 
& Co., Philadelphia, was elected 
president. One of the objects of the 
association is to curtail Government 
manufacture of uniforms. 


E. A. A. to Golf 


The annual summer outing of En- 
gineering Advertisers Association, 
Chicago, will be held at Northbrook 
Golf Club, Aug. 10. Golf, lunch, din- 
ner and entertainment are on the 
program. 


Subscribers + Buying Power 
+ RESPONSE = Sales 


Ask for Information, \nteresting facts 


EP» 


response. 


There is sound reason for this preference. 
Christian Science Monitor is not "just another news- 
paper." It is an international daily newspaper, gathering 
from all over the world news that is true and constructive. 
Its scope commands attention. Its treatment wins inter- 
est. Its veracity builds confidence. 


about the responsiveness of Monitor readers 
as indicated by the experience of Monitor 
advertisers will be submitted on. request. 


Branch 
Advertising 
Offices 1058 


meanor. 


Or ask for a representative to call. 


THE CHRISTIAN SCIENCE MONITOR 


A Daily Newspaper for the Home 


Published by The Christian Science Publishing Society 
107 Falmouth Street, Boston, Mass. 


New York, N. Y. 
270 Madison Avenue 
Detroit, Michigan 
3-101 General Motors Building 
Chicago, Illinois 
McCormick Building 
St. Louis, Missouri 
1728 Railway Exchange 
Building 


625 Market Street 


Seattle, Washington 
824 Skinner Buildi 


ansas City, Missouri 
Life Building 


San Francisco, California 


Les Angeles, California 
210 West Seventh Street 


A MRED RTL Etta 


It may be 
cheap 


| at a dollar 


a yard— 


or dear at half the price 


It depends upon the quality. ‘Quality is the third 
factor which, in addition to length and breadth, deter- 
mites whether any material is a "good buy.” 


Advertising space may be cheap at a dollar a line; 
or it may be extravagance at half that rate. This also 
depends upon a third factor—the degree of advertising 


Advertising response among readers of The Christian 
Science Monitor is unusually high. This preference fre- 
quently extends to the point of seeking out ‘the local 
merchant of Monitor advertised products. 


The 


Lendon, England 
1 & 2, Adelphi Terrace 


Paris, France 
3, Avenue de Opera 


Berlin, Germany 
Unter den Linden 59A 
Florence, Italy 
Via Magenta 11 


Miami, Florida, 1229 Ingraham Building 
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McGraw-Hill 
Papers to Give © 
Cash Discount 


| 


New York, July 28.—All McGraw- 
Hill papers will give hereafter a dis-| 
count of 2 per cent for payment | 
within ten days, James H. McGraw, | 
Jr., vice-president and treasurer, an- 
nounced. . 

Heretofore the cash discount has 
been confined to The Business Week, | 
Management Methods and A viation. | 
The change is effective with invoices | 
covering August 


issues of the com-| 
pany’s monthlies and July issues of 
weeklies. 

The company also has under way 
a plan to take trade acceptances un- | 
der certain conditions, in payment 
of*current charges, in line with rec- 
ommendations of American Accept- 
ance Council. 

Details of the plan may be learned 
from representatives or the company 
direct. 


Architectural Annual 
Moves to New York 


“Stevens’ Master Specifications” 
has moved from Chicago to 11 West 
42nd St., New York. 

Space in the 1933 issue will be sold 
ty Lester R. Fountain, for the past 
four years advertising manager of 
Architectural Forum. 


To Advertise Cameras 


Utility Mfg. Co., New York, Falcon 
cameras, has appointed Thomas M. | 
Bowers Advertising Agency, New| 
York. Trade papers and newspapers 
will be used. 


Take Hinds Product 


Lehn and Fink, Inc., New York, 
has placed the advertising of Hinds 
Honey & Almond Cream with Ruth- 
rauff & Ryan, Inc., New York. 


Portland Club Reports 


Advertising Club of Portland, Ore., 
has made a formal report of accom- 
plishments to its members. The re- 
port was issued in printed form, cov- 


‘selected as the best weekly 


ering the fiscal year. 


Two Advertisers Pick 
Griswold-Eshleman 


The Erie Railroad Co., Cleveland, 
has placed its account with Griswold- 
Eshleman Co., Cleveland. Maga- 
zines, newspapers and trade papers 


will be used. 


The same agency has been ap- 


| pointed by National Acme Co., Cleve- 


land, to advertise the Chronolog, 
which will be distributed by Graybar 
Electric Co. 


Branham Publishes 
New Card Directory 


Branham Co., publishers repre- 
sentatives, have issued a new edition 
of their card directory of New York 
representatives, newspapers, maga- 
zines, agencies and miscellaneous 
advertising organizations. 

Copies will be furnished free of 
charge. 


Give Butter with Bread 


To introduce Carpenter’s Whole 
Milk Bread, Carpenter Baking Co., 
Milwaukee, used large space in July 
26 issues of local dailies, announcing 
a half-pound of butter free with 
every purchase of a ten-cent loaf of 
bread, for one day only. 


Lynch Joins Agency 


Bart A. Lynch, former news editor, 
Detroit Free Press, has joined Adver- 
tising Associates, Detroit, as treas- 
urer and head of the publicity divi- 
sion. 


Pick Best Weekly 


Camas Post-Washougal Record was 
news- 
paper in the state in the annual con- 
test of Washington Press Associa- 
tion. 


T. B Metzger Dies 


Theodore B. Metzger, advertising 
manager of Buffalo Chamber of Com- 
merce and business manager of Buf- 
falo Journal of Commerce, died July 
17 after a brief illness. 


Kraut with Directory 


Industrial Institute, Jersey City, 
N. J., has appointed S. J. Kraut & 
Co. national representatives for 
Diesel Reference Guide and Direc- 
tory. 


are asking right now. 


What's Happening — 


To the Industrial Distributor? 


During the last ten years he has been 
fighting for his life—even when business 
was booming. He’s taken a lot of bitter pills. 
What effect have they had? 


Manufacturers selling to industry are 
watching new developments closely, looking 
for chances to secure decreased selling costs. 


James Channon, Associate Editor of Mill 
Supplies, digs into ‘*The Distributor’s 
Private Past” in an article in July CLASS 
& INDUSTRIAL MARKETING—the first of 
a series by him which will answer many of 
the questions manufacturers and agencies 


Since this timely series will run exclusively 
in CLASS & INDUSTRIAL MARKETING, 
you'll find a subscription starting immedi- 
ately, a particularly worth-while invest- 
ment. Sample copy on request. 


Yearly subscription price 
$2.00, including the 1932 
MARKET DATA BOOK— 
free, post- paid. 


° 


CLASS & INDUSTRIAL MARKETING 
537 Se. Dearborn Street, Chicago, Ill 


LOCAL LINEAGE 
IN LOUISVILLE 
ALMOST NORMAL 


New York, July 28.—If retail ad- 
vertising is an accurate barometer 
of local conditions, Louisville was 
the most active city in the country 
in June, lineage figures of the New 
York Evening Post for 115 news- 
papers in 30 cities reveal. 

Louisville’s local advertising was 
95.2 per cent of that for June, 1931, 
compared with a national average of 
82.75 per cent. 

Buffalo retail advertising was 92.8 
per cent of June, 1931; Philadelphia, 
91.7 per cent, and Boston, 91.4 per 
cent. 

A similar study for May showed 
Louisville in second place and Buf- 
falo third. 

The loss in national lineage for all 
newspapers in June was 4,931,402, 
compared with the same month of 
1931. The local decline was 8,998,- 
664 and for classified, 3,074,428, the 
total being 17,358,873. +, 

Nine individual papers made gains 
in their June totals. They are Chi- 
cago Evening Post, Philadelphia Eve- 
ning Ledger, Boston Record, Boston 
American and Sunday Advertiser, 
Detroit Mirror, Washington Herald, 
St. Louis Star, New Orleans Tribune, 
and Louisville Herald-Post. 


Give Envelope Award 


Entries close Sept. 1 in the annual 
Silvertone Envelope Award _ spon- 
sored by Standard Envelope Mfg. 
Co., Cleveland, for excellence in en- 
velope design, color, typography and 
layout. The award will be presented 
‘t Direct Mail Advertising Associa- 
tion meeting in New York, Oct. 5-7. 


New Britain Papers Merge 


Following purchase of good will 
and equipment by New Britain 
(Conn.) Herald, New Britain Eve- 
ning Record has suspended publica- 
tion. The Herald is now the only 
daily in New Britain. 


Birmingham Joins Sharp 


F. E. Birmingham, formerly with 
King and Wiley & Co., Cleveland, has 
joined Ralph W. Sharp, Cleveland, as 
account executive. International 
Latex Corp., Rochester, has placed its 
account with this agency. 


Hamilton Club Elects 


Officers elected by Hamilton (Ont.) 
Advertising Club at the recent an- 
nual meeting are Kenneth G. Brown, 
president; Thomas H. Riches, vice- 
president; J. Ernest Mason, editor 
of “Ad-Visor”; Frank L. J. Seldon, 
secretary-treasurer. 


Harding with Curtice 
J. Phelps Harding, formerly with 
Bastian Bros., Rochester, N. Y., has 
joined Curtice Bros. Co., Rochester, 
“Blue Label” canned goods, as sales 
promotion manager. 


Sell Redie Features 


B. A. Fenner and C. F. Williams 
have formed Fontenelle Features, 
Brandeis Bldg., Omaha, Neb., to sell 
radio continuities. 


Mayo Leaves Ford 


After 20 years with Ford Motor 
Co., William B. Mayo, in charge of 
Ford aviation activities, has re- 
signed. 


Another for Gotham 


Blueberry Growers Cooperative As- 
sociation, Temberton, N. J., True-Blu- 
Berries, has appointed Gotham Ad- 
vertising Co., New York. 


Foote Adds Territory 


N. Frederick Foote & Associates 
will represent Futura Publications in 
New York State, as well as New Eng- 
land, effective immediately. 


Form Advertising Service 


Interstate Advertising Service has 
been formed at 801 Citizens Bldg., 
Cleveland, by Jerome M. Friedlander, 
Milton T. Daus and Isaac Koperlik. 


JUNE ADVERTISING LINEAGE IN 30 CITIES 


City National Local Classified Totals 
1932 2,205,102 4,984,464 1,568,812 9,758,536 
New York.......... 193 3,145,007 6,140,494 1,900,409 12,462,458 
sm! a Diff —939,904 —1,156,030 —331,597 —2,703,922 
1932 1,124,676 2,334,678 $71,711 4,739,931 
Chicago ........... 1931 ,339,071 3,186,078 597,102 5,619,504 
7 Diff —214,395 —125,391 —879,573 
1932 1,104,758 4,820,107 
Philadelphia ....... 1931 1,247,640 5,588,177 
Dift —142,882 
1932 1,756,664 546,714 
Detroit ............ 1931 1,959,706 678,846 3,535,952 
Diff —175,966 —203,042 —132,132 —496,062 
1932 594,480 1,111,426 424,184 2,130,090 
Cleveland .......... 193 753,742 1,555,817 549,844 2 q 
Dift —159,262 —444,391 —125,660 
1932 638,540 1,533,910 423,665 ‘ 
Bt: Boule .coocccces 1931 805,480 1,751,200 531,240 3,087,920 
Diff —166,940 ‘ —107,575 —488,090 
1932 827,220 701,355 3,928,027 
Boston ........060. 1931 986,745 849,377 4,485,615 
Diff —159,525 —148,022 —557,588 
1932 797,652 627,531 3,097,431 
Baltimore ......... 1931 886,791 1,882,643 775,129 3,544,563 
Diff —89,139 —210,395 —147,598 —447,132 
1932 795,116 1,845,732 778,722 3,419,570 
Los Angeles........ 1931 1,236,326 2,585,156 1,140,300 4,961,782 
Dift —441,210 —739,424 —361,578 —1,542,212 
«1982 348,570 1,123,099 300,262 2,011,952 
Buffalo ..........5 1931 514,146 1,210,539 382,845 2,409,606 
Diff —165,576 —87,440 —82,583 —397,654 
1932 789,692 1,243,081 676,309 2,719,082 
San Francisco...... 1931 1,101,322 1,482,115 800,795 3,384,241 
Dirt —311,630 —-239,034 —124,486 —665,159 
— 1932 533,789 1,027,425 274,096 1,835,310 
Milwaukee ......... 1931 629,736 1,268,801 361,633 2,260,170 
Dift —95,947 —241,376 —=$7,537 —424,860 
1932 738,822 2,193,350 791,241 3,723,413 
Washington ....... 1931 753,303 2,490,716 $25,706 4,069,725 
Diff —14,481 —297,366 —34,465 —346,312 
1932 461,524 1,329,482 385,560 2,176,566 
Cincinnati ......... 1931 592,074 1,546,594 537,544 2,676,212 
Diff —130,550 —$17,112 —151,984 —499,646 
1932 523,315 1,415,397 413,768 2,429,144 
New Orleans....... 1931 593,321 1,737,624 434,487 2,814,378 
Dift —70,006 —322,227 —20,719 —385,234 
_ 1932 471,998 1,237,806 366,316 2,136,886 
Minneapolis ........ 1931 617,117 1,477,897 400,394 2,585,438 
Dift —145,119 —240,091 —34,078 —448,552 
1932 408,095 876,679 409,269 1,879,155 
BORIS veccccciccne’s 1931 517,256 1,025,130 554,315 2,368,916 
Diff —109,161 —148,451 —145,046 —489,761 
1932 436,926 1,233,759 403,428 2,074,113 
Indianapolis ....... 1931 502,560 1,464,750 440,088 2,407,398 
Diff —65,634 —230,991 —36,660 —333,285 
1932 233,425 734,438 286,133 1,407,582 
DONVES occsccscesss 1931 343,869 $35,617 356,814 1,718,771 
Dift —110,444 —101,179 —70,681 —311,189 
1932 427,186 1,235,070 338,107 2,000,363 
Providence ........ 1931 544,435 1,377,593 398,353 2,320,381 
Dift —117,249 —142,523 —60,246 —320,018 
1932 366,434 1,186,792 337,415 1,890,641 
Columbus .......... 1931 414,074 1,647,385 389,732 2,451,191 
Diff —47,640 —460,593 —62,317 —560,550 
1932 385,011 1,317,125 259,895 1,962,633 
Louisville .......... 1931 523,199 1,383,019 305,993 2,213,606 
Diff ae et —65,894 —46,098 —250,973 
1932 468,678 1,066,464 245,420 1,780,562 
St. Pal veisccseses 1931 587,510 1,181,810 294,700 2,064,020 
Diff —118,832 —115,346 —49,280 —283,458 
1932 339,075 1,077,716 389,122 1,805,913 
Oakland ..........- 1931 460,067 1,312,067 446,859 2,218,993 
Diff —120,992 —234,351 —£§7,787 —413,080 
1932 183,512 $22,896 250,131 
OMBRE. cic sesaes eds 1931 304,878 918,988 236,145 
Diff —121,366 —96,092 +13,986 
1932 362,950 896,392 110,096 1,369,438 
Birmingham ....... 1931 449,162 1,247,008 165,774 1,861,944 
Diff —86,212 —350,616 —55,678 —492,506 
1932 270,086 789,189 283,254 1,495,485 
Richmond .......... 1931 304,609 905,972 318,100 1,681,989 
Diff —34,523 —~116,788 —34,846 —186,504 
1932 364,028 1,148,868 288,470 1,801,366 
ROAR: incadcaneees 1931 425,572 1,491,028 324,352 2,240,952 
Diff —61,544 —342,160 —35,882 —439,586 
1932 341,376 1,029,308 390,852 1,761,536 
Houston .........+- 1931 519,428 1,554,350 645,666 2,719,444 
Diff —178,052 —525,042 —254,814 —957,908 
1932 354,247 528,107 201,481 1,083,835 
Des Moines.........1931 458,766 700,563 232,323 1,391,652 
Diff —104,519 —172,456 —30,842 —307,817 
1932 17,177,137 43,457,987 14,048,077 78,233,618 
WTRIG . ovnc ys 35 1931 22,108,539 52,456,651 17,122,505 95,592,491 
Diff —4,931,402 —8,998,664 —3,074,428 —17,358,873 


Wrigley Opens 
Test Campaign 
On NewWrapper 


Atlanta, Ga., July 28.—Advertising 
extensively in newspapers, the Wm. 
Wrigley Jr. Company started its 
campaign in Atlanta with copy in all 
three papers here. 

The campaign, featuring a new 
Cellophane wrapper with a patented 
way of opening the end easily to get 
to the chewing gum, is of 11,000 lines 
and has as its subject the complete 
Wrigley line. Along with the news- 
per campaign is a_ full outdoor 
showing in practically every town in 
Georgia, two cards in every street 
ear and counter and window dis- 
plays. 

A large crew of specialty salesmen 
under the direction of F. A. Rowe, of 
the Wrigley Chicago office, is work- 
ing on an intensive two weeks sell- 
ing campaign and when the success 
of the plan has been demonstrated 
other states will be opened as 
quickly as possible. 


Rankin Made Colonel 


William H. Rankin, president, Wil- 
liam H. Rankin Co., New York, has 
been promoted from Lt. Colonel to 
Colonel in the Specialist Reserve of 
the U. S. Army. He is in charge of 
a group of 16 advertising men known 
as the Selective Service Advertising 
Group. 


Drop Fairmont Label 


Needles-Oberndorfer, New York, 
shirt makers, will discontinue the 
use of the Fairmont label on shirts 
after 40 years continuous use, sub- 
stituting customers’ labels instead. 
Eclipse and Fruit-of-the-Loom brands 
will be continued. 


Dailies in New Home 
Rockford (Ill.) Register-Republic 
and Rockford Morning Star, pub- 
lished by Mrs. Ruth Hanna McCor- 
mick Simms, have moved into their 
new $750,000 home. The plant also 
houses station KFLV. 


Make Colored Collars 


Following introduction of shirts 
with Van Heusen attached collars, 


| Phillips-Jones Corp., New York, has 
‘ennounced colored shirts with match- 


ing Van Heusen collars attached. 
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Department Stores 
Show Interest in 
Major Appliances 


New York, July 28.—That a clinic | 
of retailers, meeting several times a 
year, be established to confer with 
housewares manufacturers on new 
merchandise, was proposed by A. I. 
Denburg, merchandise manager, 
Kresge Department Store, Newark, 
at a merchandising conference at the 
American Housewares Exhibit here 
this week. 

Such a conference, he pointed out, 
would encourage manufacturers to 
put salable new goods on the market 
and intensify the stimulus of style in 
this field. 

He suggested to manufacturers 
that their advertised prices allow a 
retail mark-up at least 45 per cent 
and that they prepack their merchan- 
dise to save the dealer delivery ex- 
pense and loss from damaged stock. 

The lack of style sense deplored 
by Mr. Denburg was little in evi- 


Broadcasters 
and Composers 
Fail to Agree 


New York, July 28.—The “last” of 
a long series of conferences held 
this week between representatives of 
the National Association of Broad- 
casters and the American Society of 
Composers, Authors and Publishers 
to negotiate a new contract for the 
broadcasting of copyrighted music 
having resulted in a deadlock, sta- 
tions have threatened to withdraw 
copyrighted music from radio pro- 
grams when the present agreement 
expires September 1. 

The radio men point out that they 
have the music of the old masters to 
begin on, plus the copyrighted works 
of about 10 per cent of the com- 
posers who are not members of the 
Society, and that other composers 
might be tempted to drop out of the 
Society in order to make individual 
royalty contracts in the bull market. 

A spokesman for the Society, how- 
ever, treated the threat lightly, pre- 
dicting the broadcasters would stall 
until the last minute and then agree 
as gracefully as possible to the con- 
ditions imposed. He scoffed at the 
idea of the Society disintegrating 
under pressure from the broadcast- 
ers, asserting that members have a 
bigger stake in royalties collected by 
the Society from theatrical produc- 
ers, recording companies and addi- 
tional sources other than radio. 

A program analysis released this 
week by the Columbia Broadcasting 
System cheered the composers and 
cast a gloom over the radio camp. It 
showed that the chain’s programs, 
now carefully attuned to public taste, 
consist of 79.7 per cent music to 20.3 
per cent talk. 


Study Public Taste 


Two conclusions presented by the 
analysis furnished some material for 
the broadcasters arguments. The 
radio public exhibits increased in- 
terest in classic (non-copyrighted) 
music in the winter, and radio drama 
is rapidly increasing its popularity, 
64.1 per cent of total talk programs 
for the first quarter of this year be- 
ing script acts, compared with 49.3 
per cent the same period a year ago. 
Popular music, however, remains the 
piéce de resistance of radio fare. 

When negotiations were opened in 
April, the Society demanded an in- 
crease of 300 per cent in the royalty. 
It was to be derived from the $1,- 
000,000 “sustaining” license fee 
already in force, which is theoretic- 
ally apportioned by circulation or 
station power, plus a tax of 5 per 
cent on gross station charges for 
commercial time. In the case of net- 
work programs, the 5 per cent would 
be payable by the key stations, with 


dence at the exhibits. Following the 
success of the square bacon and egg 
skillet of last season, style leadership 
has been achieved in many lines by 
the simple formula of going square, 
square wash tubs competing for in- 
terest with square washing machines, 
square dish pans, square polish 
bottles and square ice cream freezers. 


Selling talk among the 500 retail- 
ers in attendance centered in dis- 
cussion of direct selling of major 
electric appliances by the larger de- 
partment stores, the prediction being 
made that this would be the trend 
ot the year. 

Like the utilities, the department 
stores have an extra stake, seeing the 
chance not only to make an immedi- 
ate profit on sales won by this 
method, but to add charge accounts 
in which they reckon their assets. 


broadcasting the same program con- 
sidered a network. 

The Society also requested the 
privilege of examining the books of 
broadcasters to verify the correct- 
ness of payments on the percentage 
basis. As the total broadcasting 
time sold last year grossed between 
$50,000,000 and $60,000,000, collection 
of the percentage would increase 
the royalty from 250 to 300 per cent. 

While negotiations have been 
shrouded in secrecy, it is understood 
the Society has offered to decrease 
the percentage figure but clings 
steadfastly to the basic plan. The 
broadcasters have offered a larger 
“sustaining” fee, but insist they will 
“have nothing to do with a percent- 
age.” 


C. E. Schaeffer, Veteran 


Representative, Dead 


Charles Edward Schaeffer, for 22 
years a representative in the publi- 
eation field, and until recently con- 
nected with the Chicago office of 
National Geographic Magazine, died 
suddenly July 25 in Chicago. Death 
was caused by a blood clot. 

Mr. Schaeffer was 44 years old, 
and is survived by his widow and 
four children. A brother, Herbert R. 
Schaeffer, a New York advertising 
man, also survives. 


General Mills Shows 


Increase in Net Profit 


General Mills, Inc., Minneapolis, 
reports a net profit of $3,891,200 for 
the fiscal year ending May 31. This 
is equivalent to $3.93 dividends on 
common stock, compared with $3.71 
the previous year. 

James F. Bell, president, attributed 
the improved showing to aggressive 
advertising policies. The company’s 
agency is Blackett-Sample-Hummert, 
Chicago. 


George Jean Nathan 
Will Edit Magazine 


A new monthly magazine, The 
American Spectator, edited by George 
Jean Nathan, will appear about 
Oct. 25. 

It will be standard newspaper size 
and no contributions will be consid- 
ered unless invited. 


Davis Goes to Apex 


Wilbur D. Davis has joined Apex- 
Rotarex Corp., Cleveland, as manager 
of department store sales and will 
cooperate closely with these outlets 
in setting up direct selling organ- 
izations. 


Join Allied Service 


Monfort-MecNutt, Berkeley, Cal., 
and Byrum-Shaw Advertising 
Agency, Denver, have affiliated with 
Allied Service Agencies Network, or- 
ganized by Frank P. Japha, Buffalo. 
The network now has 17 members. 


Pick Hirshon-Garfield 


Marathon Razor Blade Co., Irving- 
ton, N. J., has appointed Hirshon- 
Garfield, Inc., New York. News- 
papers will be used in a national 


EFFECTIVE POSTER 


COPY IN BANK 


CAMPAIGN 


ADD TO YOUR 
BANK ACCOUNT 
TODAY 


CALIFORNIA 
CAN LEAD THE NATION 
TO SOUND PROSPERITY 


BANK 


TURE ih GeO 


f AMERICA 


7its 


SATUABRAY HIGH 


Western Bank 
Adds 130,000 
New Customers 


San Francisco, Cal., July 28.—The 
Bank of America has added 130,000 
new customers with deposits of 51 
million dollars since March 12, it an- 
nounced in a recent newspaper ad- 
vertisement. 


The lion’s share of the credit is) 


door campaign emphasizing “Cali- 
fornia can lead the nation to sound 
prosperity.” 

Outdoor advertising was used as 
the base of the campaign with hun- 
dreds of colorful posters placed 
throughout the entire state while 
dozens of large illuminated painted 
bulletins were located at points of 
heavy travel in major cities. 

Newspaper advertisements ampli- 
fied the message. Reproductions of 
the outdoor posters were placed in 
the lobby of each of the 410 Bank of 


Counter cards were also used, 12,040 
retail merchants placing these cards 
in choice locations in their places of 
business. The design on these cards 
was also a reproduction of the out- 
door posters. 


Prominent Men Speak 


A radio program was inaugurated 
and prominent citizens spoke on the 
trends of agriculture, labor, finance 
and industry. The new home build- 
ing plan of the bank was also an- 
nounced, W. E. Morrish, president of 
the Bank of America delivering this 


given to a newspaper, radio and out-| America offices in 243 communities. 


particular message. 


THE 


ENGRAVING 
( Sndustey 


TAKES AN IMPORTANT 


STEP euowet. 


° 

Mindful of the public demand 
for adjustment in values of services of every nature, 
the Photo- Engraving industry has met the issue 
squarely. Competition being free and unrestricted, the 
Law of Supply and Demand has brought this business 
to a point where many firms have exhausted their 
resources and the industry itself is endangered. 


The continued public demand for the lowering of prices 
generally regardless of costs, tends to destruction. It 
prolongs depression and adds to its train of evils. We 
need to establish true values as the foundation for 
future prosperity. 


Your Photo-Engraver and His Product 


The business of making photo - engravings requires 
a long series of steps each employing the highest type of 
skilled craftsmen. All photo-engravings are made to 
order. Each job is a different job. No two are exactly 
alike in any particular. The cost of production is not 
known until the job is done. It has long been the 
custom of the industry to sell photo-engravings on a 
basic schedule of values computed from average costs, 
known as the Standard Scale for Photo-Engravings, 
defining the various processes and operations and indi- 
cating their average relation in cost to the figures on the 
scale, thus serving as a guide in estimating and pricing. 
After Eight Years of Fact Finding 
The New STANDARD SCALE FOR’ PHOTO- 
ENGRAVINGS, FORM H . .. the basic schedule of 
values effective August 1, 1932... is the result of the 
continuous compilation and study of cost records from 
a large number of photo-engraving plants in all parts 


two or more stations simultaneously 


campaign on a new blade. 


YOUR STORY IN PICTURES ... 


of the country, during the past Eight years. All guess- 
work was eliminated. Facts and facts only are the 
ingredients of the new schedule. The fact finding, 
research and compilations were conducted by the 
American Photo-Engravers Association under the direc- 
tion of a certified public accountant of recognized 
standing. The industry believing that the majority of 
business men are eminently fair, sought a square deal 
for itself and in so doing, is passing on to the users of 
photo-engravings all benefits that have shown up in this 
huge fact finding study, resulting in substantial savings 
in many classes of work. The new STANDARD 
SCALE FOR PHOTO-ENGRAVINGS, FORM H, 
represents both a correction and adjustment of basic 
values and is an outstanding public service on the part 
of an entire industry in the effort to restore confidence 
and return prosperity. Its provisions are clear, have 
been greatly simplified and are designed to protect the 
buyers of photo-engravings against errors and over- 
charges. 

The American Photo-Engravers Association pledges its 
fullest support in the lawful and honest application of 
the SEANDARD SCALE FOR PHOTO-ENGRAV- 
INGS, FORM H, and is ready to serve the public in any 
disputes that may arise out of the interpretation of its 
provisions. Its record of uninterrupted public service 
over a period of Thirty-six years and its standing among 
trade associations indicate its character. 


With the introduction of the STANDARD SCALE 
FOR PHOTO-ENGRAVINGS, FORM H, the photo- 
engraving industry is confidently looking forward to 
greater usefulness in the promotion of American 
business. 


LEAVES NOTHING UNTOLD 


AMERICAN PHOTO-ENGRAVERS ASSOCIATION 
166 West Van Buren Street... Chicago. Illinois 
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ADVERTISING AGE 


July 30, 1932 


Government Stores 


Draw More Protests 


The special House committee in- 
vestigating government in business 
heard further protests from mer- 
chants of Lawton, Okla., near Fort 
Sill; Junction City, Kan., near Fort 
Riley, and Leavenworth, Kan., near 
Fort Leavenworth. 

The committee was told that army 
officers at Fort Sill threatened to 
boycott local stores if they protested 
against government competition. 


Chelsea Clock Appoints 

Chelsea Clock Co., Boston. has 
placed its advertising with Maurice 
M. Osborne, Boston. 


Now Rahr Malting 


Cereal Products Co., Manitowoc, 
Wis., has changed its name to Rahr 
Malting Co. 


for advertisers 
SID 

HIX 

29 QUINCY ST CHICAGO 
HARRISON 32GD 


BEST BY COMPARISON 


PHOTOSTAT 
COPIES 


om LET US SERVE YOU a= 


_33 W.ADAMS ST. CHICAGO ] 


605 S. Clark St.,Chicago 
WABASH 0585 


She New- 


SCALE 


am Ben C. Pittsford Co. 
vf Advertising 
= Typographers 


s 
Y 


E have adopted the new 
photo-engraving scale com- 
piled by the American Photo- 


Engravers Association. Effec- 
tive August Ist, it will replace 
the present scale as a method 
of computing the selling price 
of our printing plates. 


You will find desired econo- 
mies in many operations on 
this new scale. 


Jahn & Ollier Engraving Co. 
Telephone MONroe 7O8O 


817 W.Washinqton Boulevard 
“a ae ee ae ee 


“Hs Handy... 


To your office that you can 
hop there from the Win- 
throp in less time than it 
takes us to tell about it. 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire 
and large closets with 
every suite. 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


4ith and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


PHOTOENGRAVERS 
INSTITUTE NEW 
SCALE AUG. 1 


Chicago, July 28.—American Photo- 
Engravers Association will put a 
new standard scale, Form H, into 
effect Aug. 1. Its general effect will 
be to increase the cost of small 
photo-engravings and reduce the cost 
of larger ones. 

A study by the mechanical produc- 
tion committee of the American As- 
sociation of Advertising Agencies in- 
dicated that the new scale will have 
little or no effect on agency costs in 
the course of a year’s operations. 

It believes publishers, advertisers 
issuing catalogs, and others using 
many small halftones will find their 
engraving costs higher than hereto- 
fore. 

Louis Flader, commissioner of the 
American Photo-Engravers Associa- 
tion, said the new standard scale rep- 
resents a definite effort by the indus- 
try to establish values on sound facts 
and eliminate elements that have de- 
terred greater use of photo-engraved 
plates. 

“A drastic readjustment of values 
has been made,” he said. “Scale fig- 
ures have been lowered on many 
sizes and kinds of plates, wherever 
such reductions could be justified by 
our survey of cost figures. 

“In other instances, chiefly with 
small plates, scale values have been 
advanced where cost data have 
shown this to be necessary.” 


Some of Reductions 


Extra halftone negatives are val- 
ued at 40 per cent and extra line 
negatives at 3344 per cent of scale 
values, instead of 50 per cent as here- 
tofore. Line etchings on copper 
value at 2149 times scale figures in- 
stead of 21% times as at present. 
Duplicate plates are valued at 25 per 
cent less than scale, instead of 15 
per cent. Note 23, which provides 
percentage surcharges on Ben Day 
zine etchings, is abolished. Sur- 
charges are incorporated in the scale 
value of Ben Day zinc etchings, 
thereby saving one calculation and 
giving the value of the etched plate 
in one amount. The charges for lay- 
ing Ben Day tints, painting in and 
scratching are continued on a time 
basis. 

A feature of the new scale is the 
introduction of a new side-note deal- 
ing with grouped copies. A number 
of copies for small plates, which can 
be grouped together, and photo- 
graphed, printed and etched as one 
plate, is subject to a considerable 
discount from scale figures, without 
extra charge for sawing apart. 

On each class of plates there is a 
size at which no change in scale 
values is made. The present scale 
values of these plates are: Copper 
halftones, $9.00; zine etchings, $6.00; 
coarse screen zinc halftones, $3.60, 
and Ben Day zinc etchings, includ- 
ing surcharge, $4.50. 

On all plates at present scaling 
more than these figures there is a 
reduction in scale values ranging 
from 1, of 1 per cent to as much as 
30 per cent on some sizes and kinds 
of plates. Single plates smaller than 
these sizes carry advances of ¥% of 1 
per cent or more according to the 
kind and size of plate being scaled. 

No change is being made in the 
standard scale for color process 
plates. 


Needham Honored 


W. R. Needham, president, Need- 
ham & Grohmann, New York, has 
been elected president of Cornell So- 
ciety of Hotel Men, composed of 
graduates of the university’s course 
in hotel administration. He is one 
of the first two graduates of this 
course. 


Grzybowski Makes Change 


Karl Grzybowski, former vice-presi- 
dent, McLain Organization, Philadel- 
phia, has joined Hetherington Wat- 
son Co., Philadelphia. 


Women in 
Advertising 


Adelaide Stevens 


a 


New York, July 28.—Hazard Ad- 
vertising Corporation boasts one of 
the few feminine art directors of the 
country in Adelaide Stevens. Miss 
Stevens came by her title honestly, 
joining the agency three years ago 
as assistant art director and working 
up to the top of her department. 
Miss Stevens topped off her educa- 
tion at the School of Fine and Ap- 
plied Arts, Pratt Institute. Her first 
venture in the advertising field was 
with an all-feminine agency. She 
specialized in direct mail and at the 
same time laid the foundation for 
her present reputation as an expert 
in layout and finished art work. 
She came to Hazard from this organ- 
ization. 

Miss Stevens is a difficult person 
for the interviewer. She has few 
hobbies. Born in Brooklyn, she still 
lives there, and commutes via the 
subway. Though her income is suffi- 
cient to gratify most of her desires, 
she has never driven a car and 
doesn’t care to do so. 

She likes to study Renaissance art 
and read magazines, advertisements 


and all. She reads an occasional de- 
tective story. Her favorite sport is 
swimming. 


Color Samples 
Help Motorist 
Buy His Tires 


Akron, O., July 28.—To introduce 
its new line of Silvertown tires with 
colored sidewalls, B. F. Goodrich 
Company is distributing an unusual 
booklet “for proud owners only.” 

The booklet, which carries the 
title, “New Feathers for the Pea- 
cock,” illustrates the complete line 
of colored sidewall tires in natural 
color, and also shows cars’ with 
varying color schemes equipped with 
harmonious colored tires as a guide 
to motorists. 

Colored tires will not be stocked 
by dealers, but should be ordered 
through them, the booklet says. 
Each dealer is equipped with a set 
of color swatches so that the motor- 
ist may pick his new tires “as he 
would select a rug or a piece of 
furniture.” 

E. J. Ward designed the booklet, 
with copy by H. E. Van Petten, of 
the Goodrich advertising department. 


To Advertise Book 


Midwest Press, Bloomington, IIL., 
will use small space in metropolitan 
dailies and business papers in a fall 
campaign on “Low Pressure Selling,” 
by Jas. A. Worsham. 


Hazard Gets Two 


Structural Gypsum Corp., Linden, 


N. J., and Zenitherm Co., a subsid- 


iary, have placed their accounts with 
Hazard Advertising Corp., New York. 


17 ADVERTISERS 
ARE ADMONISHED 
BY COMMISSION 


Washington, D. C., July 28.—Dis- 
continuance of certain practices al- 
leged to be in violation of laws gov- 
erning unfair competition was agreed 
to by 17 firms during June in stipu- 
lations made with the Federal Trade 
Commission. 

Among the cases were the follow- 
ing: 

897. Polishing Liquid—A manu- 
facturer of a polishing liquid con- 
taining no wax, agrees to discontinue 
the use of the word “Wax” in firm 
or trade name and in advertising 
matter. 

891. Hats (Women’s).—A manu- 
facturer agrees to discontinue the 
use of the word “Panama” to desig- 
nate hats that are not made from the 
leaves of the Jipijapa tree nor by the 
process used in the manufacture of 
Panama hats. 

892. Carbonated Water.—A manu- 
facturer agrees to discontinue the 
use of the words “Vichy” and “Arti- 
ficial Vichy” to designate a product 
that is neither Vichy nor an artificial 
Vichy, and to discontinue the use of 
the statement “Conforms to the aver- 
age analysis of the most important 
Vichy Springs,” when such is not the 
fact. 


Rule on Prices 


906. Proprietary Medicines. — A 
distributor agrees to discontinue mis- 
representing the therapeutic value of 
the medicines sold, to discontinue 
using the word “laboratories” in 
trade name and in advertising mat- 
ter when neither owning nor operat- 
ing a laboratory, and to discontinue 
quoting the regular price of the 
products as a special introductory 
price. 

907. Cigars. — A manufacturer 
agrees to discontinue the use of pic- 
torial representations suggestive of 
Cuba and the words “Havana,” “de 
Cuba,” and “from Cuba” to designate 
cigars not made entirely of tobacco 
grown on the Island of Cuba. 

903. Typewriter Ribbons—A dis- 
tributor to discontinue the use of the 
words “silk,” “silky,” and “silk-tex” 
to designate typewriter ribbons that 
are not made of silk. 

904. Malt Products.—A distributor 
agrees to discontinue the use of the 
words “Enjoy that imported taste,” 
and words of similar import in con- 
nection with the sale of malt prod- 
ucts in the United States of domestic 
ingredients, and to discontinue their 
use in connection with the sale of 
malt products made in the United 
States of ingredients all or part of 
which have been imported, except in 
a manner to limit the reference to 
such ingredients as have been im- 
ported and to clearly indicate that 
the product does not consist entirely 
of imported ingredients. 


Burbach in Annual 
Visit to Chicago 

George M. Burbach, advertising 
manager, St. Louis Post-Dispatch, is 
in Chicago for his annual fortnight’s 
recuperation at the Edgewater Beach 
Hotel. 

He came in about the time Philip 
L. Henriquez, manager of the West- 
ern advertising office at Chicago, re- 
turned from a vacation in Wisconsin. 
The two were seen at the Chicago 
Tribune’s Golden Gloves tournament 
Wednesday night, where amateurs of 
Chicago met Germany’s champions 
before 40,000. 


Tabloid in New Haven 


New Haven News, a tabloid weekly, 
has been started, most of the staff 
being former employes of New Haven 
Times, which recently suspended 
publication. Joseph Carnivale, Jr., 
is publisher. 


Mulrooney Promoted 


C. J. Mulrooney has been promoted 
to sales manager, dealer division, 
Weyerhaeuser Sales Co., St. Paul, 
lumber products. Harry T. Kendall 


has been appointed sales manager, 
industrial division. 


Advertise Accident 
Policy for Wives 


An accident insurance policy to 
cover housewives will be advertised 
by a number of companies, following 
completion of a new policy form by 
the Bureau of Personal and Health 
Underwriters. The new policy has 
been accepted by 15 companies. 

It raises the accidental death bene- 
fit to $5,000 for household accidents, 
and pays up to $500 for medical care. 


Milwaukee Club to 
Hold Stag Outing 


The annual stag outing and golf 
tournament of Milwaukee Advertis- 
ing Club will be held at Brown’s 
Lake Club House, Aug. 13. 

Golf, chicken dinner, and other 
amusements are on the program. 


Plan Style Clinic 
The ninth Amos Parrish Fashion 
Merchandising Clinic, showing the 
fastest-selling women’s clothing 
fashions for fall and winter, will be 
held at Waldorf-Astoria Hotel, New 
York, Aug. 1-3. 


ApvertisiING is an 
investment—but you 
need not sit and 
wait for returns. 
Hook it up to the 
store or window— 
and watch dividends 
come in! 

& 


EINSON - FREEMAN CO. * 
LITHOGRAPHERS 


Specializing 
we WUNLOW can! 


store display 


addy erfising 


NEW YORK... Starr & Borden Aves., Long Island City 
ee Wrigley Building 
BOSTON, MASS......... 302 Park Square Building 


A Complete 
Produetion Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;+ 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


e wealth 


THE per capita wealth 
of Iowa is fifty per cent 
more than the national 
average! (latest National 
Industrial Conference 
Board figures). Here is a 
rich market and the most 
effective way to sell it is 
with The Des Moines 
Register and Tribune. 


@ 245.241 A. B.C. 
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Government 
Reports 


Census of Distribution 


Fifteenth census of the United 
States: Census of distribution, prod- 


ucts of manufacturing industries, 
1929. 1932. 169 pages. (Census Bu- 
reau.) 15c. 


This report has been compiled for 
the use of manufacturers and others, 
as the result of requests for a com- 
modity report on manufactures, par- 
ticularly adaptable as an aid in mar- 
ket analyses. It shows in detail the 
production, in quantity and value, of 
commodities as classified by the Cen- 
sus of Manufactures, as well as the 
number of establishments engaged in 
their production. 

Fifteenth census of United States, 
1930: Census of distribution, whole- 
sale distribution, State series, Vir- 
ginia. 1932. 33 pages. (Census Bu- 
reau.) 10c. 

Fifteenth census of the United 
States, 1930: Census of distribution, 
wholesale distribution, trade series, 
motion picture films. 1932. 26 pages. 
(Census Bureau.) 5c. 

Covers facts about the motion pic- 
ture industry, summary of film dis- 
tribution, functions, types, age, and 
location of exchanges, analysis of mo- 
tion picture film distribution, opera- 
tion expenses, etc. 

Fifteenth census of the United 
States: Census of distribution, whole- 
sale distribution, trade series, radio 
sets, parts and accessories. 1932. 30 
pages. (Census Bureau.) 10c. 

This is one of a series of trade bul- 
letins presenting the findings of the 
first Census of Wholesale Distribu- 
tion. The statistics were collected in 
1930 and cover the wholesale opera- 
tions of the year 1929 for radio sets, 
etc. 

Construction Industry 


Fifteenth census of the United 
States, 1930: Construction industry, 
State series, Arkansas. 1932. 16 
pages. (Census Bureau.) 5c. 

Covers value of construction busi- 
ness during 1929, and principal items 
of expenditure, construction business 
of reporting establishments during 
1929, by class of ownership and by 
type of work, construction business 
during 1929, by location, etc. 

Fifteenth census of the United 
States, construction industry, State 
series, South Dakota. 1932. 16 
pages. (Census Bureau.) 5c. 

Fifteenth census of the United 
States, construction industry, State 
series, West Virginia. 1932. 16 
pages. (Census Bureau.) 5c. 


Cooperative Marketing 
Cooperative marketing makes 


steady growth. 1932. 62 pages, 
maps. (Federal Farm Board, Bulle- 
tin No. 8.) 10ce. 


This bulletin supersedes Bulletin 
No. 3 entitled “Farmers build their 
marketing machinery,” and covers 
American Cotton Cooperative Associ- 
ation and Staple Cotton Cooperative 
Association, National Livestock Mar- 
keting Association, National Wool 
Marketing Corporation, etc. 


Occupation Statistics 


Fifteenth Census of the United 
States, 1930: Occupation statistics, 
Hawaii. 1932. 27 pages. (Census 
Bureau.) 5c. 

Covers sex and occupation of gain- 
ful workers, race of gainful workers, 
age of gainful workers, males and 
females in selected occupations, mar- 
ital conditions of gainfully occupied 
women, and children in gainful occu- 
pations. 

Fifteenth census of the United 


States, 1930: Occupation statistics, 
Indiana. 1932. 60 pages. (Census 
Bureau.) 10c. 


“Furniture Chains and Other 
Home Furnishings Chains,” a study 
of volume and costs. Superintendent 
of Documents, Government Printing 
Office. 5c. 


Open Detroit Office 


Young & Rubicam, New York, have 
opened a Detroit office at 428 New 
Center Bldg. Edwin Cox is in 
charge. 


Sears Starts Home 
Furnishing Contest 


Using the construction of three 
model homes in Oak Park, a Chicago 
suburb, by Home Construction Divi- 
sion of Sears, Roebuck & Co. as a 
base, the six Sears retail stores in 
Chicago have announced a furnish- 
ings contest, with prizes of $1,000. 

Contestants will have to work for 
their money, as the rules provide for 
complete furnishing of an eight-room 
house, down to kitchen utensils and 
playing cards. The entire cost of 
furnishing must not exceed $2,500, 
and Sears prices for the articles men- 
tioned must be included. 


Sell Gum Advertising 


Helmet Gum and Mint Corp., Cin- 
cinnati, is offering advertisers a di- 
version from paper matches, blotters 
and other advertising matter with 
advertising printed on gum wrappers. 


Start Agency 
P. W. LaMay, D. N. Bath and C. E. 
Strum have organized Wisconsin Ad- 
Form Corp., Oshkosh, for direct-mail 
and novelty advertising. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


Position Wanted 


ALL-ROUND AGENCY MAN asks 
hard work. 17 years’ experience, 
plan, copy, contact, sales, production 
in one small, two large agencies. 
Salary to fit times. Box 147, Apver- 
TISING AGE, Chicago. 


Wanted to Buy 


Aggressive business-getting pub- 
lisher of successful national monthly 
trade publication located in Ohio, 
wants to buy one or two monthly 
trade journals having possibilities. 
Will make deal with publisher need- 


ing some capital. No objection mov- 
ing to New York or Chicago. Confi- 
dential. Box 148, ADVERTISING AGE. 


DUNES RESORT FOR ADVER- 
TISING PEOPLE 


run by Chicago agency man—Swim- 
ming, Boating, Fishing, Sun Bath- 
ing. Golf within short distance. 
Room and three BIG meals $2.50 per 
day. Vacations $15.00 per week. 
Very low week-end rates on applica- 
tion. 

Cc. W. Edwards, GRANDE MERE 
LODGE, Stevensville, Michigan, on 
U. S. Highway 12. PHONE SEELEY 
4621 for Reservations. 


Hoyt of Erwin, Wasey 
Goes to MacFarland 


W. S. Hoyt, former vice-president, 
Erwin, Wasey & Co., has joined Hays 
MacFarland & Co., Chicago, in a 
similar capacity. 

Mr. Hoyt joined Erwin, Wasey in 
1916, serving as account executive, di- 
rector of research, and vice-president. 


Three Agencies Handle 
Hecker H-O Account 


All export advertising and domes- 
tic advertising of all products of 
Hecker H-O Co., Buffalo, cereal man- 
ufacturers, except in New England 
and on the Pacific coast, has been 
placed with Gotham Advertising Co., 
New York. 

The H-O Oats campaign will be 
handled by Chambers & Wiswell, 
Boston, in New England, and by Mc- 


Cann-Erickson, San Francisco, on 
the coast. 
Snyder Leads Discussion 


Leroy E. Snyder, assistant to the 
publisher, Rochester (N. Y.) Demo- 
crat & Chronicle and Times-Union, 
led the discussion on war debts at 
the July 27 meeting of Crackers and 
Milk Club, of which he is chairman. 


“Eat More Meat” Urged 


Nebraska packers are cooperating 
in the promotion of an “Eat more 
meat” campaign. Retail dealers and 
the Chamber of Commerce in Omaha 
have endorsed the campaign. 


The live-wire representative of a New York 
publisher, who covers Chicago and the Middle 
West with great ability and success, was asked for 
a confidential report on the advertising trade pub- 
lications and their influence in his territory. The 
following significant paragraphs are from his report: 


“I want all the advertising I can get circulating 
in my territory, and would very much like to have 


ADVERTISING AGE, even at the expense of 
some of the books we are now using. 


“In discussing this comparatively new publica- 
tion with a lot of the bigger agency men, I find 
that it is not just headline read, but is apparently 
more thoroughly perused than the average of 


its kind.” 


If you want the real low-down on advertising 
publication values, stripped of non-essentials and 
dealing with basic values, ask your representative— 
the man on the firing-line, who knows what ad- 
vertising executives are thinking and talking about, 
what is being read and what is merely “filed for 


reference.” 


From a Western Representative 
to His New York Publisher: 


Advertising Age 


537 S. Dearborn St. 
Chicago 


Graybar Building 
New York 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


IT'S EASY TO LEARN TO TYPEWRITE 


a ie 2 a WRIGLEY GETS COPY WITHOUT CHARGE 
eer » ee se 
apy Ringe 5 WHEN ITS 15 MIN. TO DATE TIME 
d t laimed f . 
this model filing station, de. AND THE CLEANER STILL HAS 
signed by Egmont Arens, YOUR ONE SUIT. 


Calkins & Holden, New York. 
Photo by Anton Bruehl. 


That is the impression given by this method of illustrating a mechan- € 
ical feature, to appear in a publication campaign for L. C. Smith & 
Corona Typewriters, Inc. Gordon Laurence is advertising manager. 


SHELL PETROLEUM SCORES OUTDOOR SCOOP IN ST. LOUIS 


<n as, é 
REACH FoR (sootuesat NERVES) 


Reprint From The College” Bull Board” 


A college cartoonist created this idea which Wrigley promptly 
borrowed for insertion in "College Humor.” 


WOULD REFORM INK BOTTLES 


‘OF S'S x 
My 2 - —»>- 
Shell has anticipated conversion of Eads Bridge into a free road with a Neon and lamp spectacular = 
display. The bridge, heretofore operated under a toll system, is a famous landmark. Federal Bril- This new design comes from International Advertising Art, Berli 
liant Company handled the installation. which says it would take the curse off filling fountain pens. 
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